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ABSTRACT 
 
iven the  inexorable forces of globalization and multiculturalism, it has 
become commonplace for individuals to master cultural art forms that are 
not part of their own cultural background. Surprisingly, the literature has not 
examined how consumers perceive such culturally ‘novel’ service providers. This 
research investigates consumer responses to culturally novel providers through the 
lens of the Big Five personality trait of Openness to Experience (OTE).  
We found that, all else being equal, individuals who are experientially open 
prefer culturally novel service providers (e.g., Chinese teacher of Spanish language), 
whilst those who are experientially closed prefer culturally congruent service 
providers (e.g., Spanish teacher of Spanish language). Furthermore, We posit that 
certain situational factors influence attitude formation, and circumstances that 
enhance or diminish OTE can affect cognitive processes and outcomes in ways that 
mimic dispositional OTE.  
The present research examines the situational factor of temporal distance, 
which leads consumers to construe at a higher level, in line with abstract thinking. We 
found that consumers with a high level of construal, low in OTE, no longer 
discriminate against a culturally novel service provider. Similarly, those in a high 
level of construal, high in OTE, no longer discriminate against culturally congruent 
providers. 
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CHAPTER 1: INTRODUCTION 
 
What do Kei Kobayashi, Chuck Norris, and Lang Lang have in common? 
While they all happen to be male, more interestingly they are master practitioners of 
art forms that are not part of their own national background. Kei Kobayashi is a 
renowned and talented Japanese master of French haute cuisine, who has recently 
established his own Michelin starred restaurant in Paris (Lobrano 2011). Chuck Norris 
is one of the few Americans who has attained the highly prestigious rank of 8th degree 
Black Belt Grand Master, and held the Middleweight Karate World Champion title 
for six consecutive years (Erickson 2012). Lang Lang is a famous Chinese classical 
pianist who has been engaged by the Berlin Philharmonic, the Vienna Philharmonic, 
and top American orchestras, enthralling classical music enthusiasts throughout the 
world (Tommasini 2008). 
The question is, how do consumers react when the cultural backgrounds of an 
art form and its practitioner do not match? That is, how do consumers respond to 
these three renowned practitioners versus an equally renowned French chef, Japanese 
Karate master, and German classical pianist, respectively? From a services marketing 
perspective, it is of interest to explore how a perceived cultural mismatch between the 
artist (i.e., the service provider) and service art form influences consumer evaluations. 
Surprisingly, the literature is silent on the issue, making this an important and 
interesting avenue of research. 
More than two thousand years ago, Socrates proclaimed that, “I am not an 
Athenian, or a Greek, but a citizen of the world” (Kaplan 1992, p. 70). Today, as the 
forces of globalization reach all four corners of the earth, this philosophical notion has 
largely become a reality. In many ways, the world is now a cosmopolitan melting pot, 
in which individuals of different cultures, ethnic backgrounds and nationalities can 
freely interact, exchange ideas and learn from one another. As a result, it is 
commonplace for people to learn and even master cultural art forms that are not native 
to their own background.  
A great example of this trend is to be found in Parisian culinary scene. The 
city’s most-sought-after tables currently are at places like Spring, whose chef, Daniel 
Rose, is American, and Bones, whose chef, James Henry, is Australian. Intriguingly, 
these restaurants are not serving foreign dishes but authentic French cuisine, despite 
the fact that the chef is a foreigner. Furthermore, the most celebrated French chef in 
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Paris at the moment, Gregory Marchand, spent many of his formative years in New 
York and London, which becomes evident in his distinctly Anglo-American 
sensibility to cooking and hospitality (Steinberger 2014).  
Not too long ago, the notion of an American or an Australian cooking French 
cuisine up to the standards of a discerning Parisian diner would have been dismissed 
as laughable. However, now diners in Paris are longing for the sense of 
adventurousness that prevails in other foreign cities (Steinberger 2014). This openness 
to new experiences expresses itself in the embrace of foreign culture and the 
acceptance of the notion that an Australian, like James Henry, can make French food 
every bit as authentic, sophisticated, and delicious as a chef from Lyon. 
Indeed, there may even be advantages to learning a cultural art form as an 
outsider. An artist who travels the world to pick up a foreign cultural art form is often 
driven by passion, interest and a desire to learn. In contrast, an artist who performs his 
or her own culture’s art in a foreign country is often driven by existential necessity 
(Lam 2012). For example, a study of 80 immigrant chefs revealed that none had 
intended to become chefs before they entered the profession; many had not even 
cooked at home (Lam 2012).  
Furthermore, indigenous cultural artists are more open towards sharing their 
secrets and tricks of the trade with outsiders or foreigners (Lam 2012). The reason is 
that foreigners are not seen as competition, thus enabling them to gain greater insights 
and broader perspectives. Finally, the well-travelled and culturally aware artist may 
be in a position to intuit what might impress or intimidate mainstream customers. In 
some ways, performing an art form from afar is an act of translation. The artist must 
be attuned to two cultures and engage in a kind of biculturalism (Chiu et al. 2009; 
Torelli et al. 2011). Leung and Chiu (2010) show that individuals exposed to 
multicultural experiences are more likely to engage in creativity-supporting processes 
and be more receptive to ideas originating from foreign cultures. Given these 
advantages of learning and practicing a foreign art form, how will these culturally 
novel practitioners be evaluated versus a native practitioner of the same art form? Are 
they looked upon more or less favorably by consumers?  
This research proposes that consumer preference for a native or non-native 
practitioner may well be rooted in the consumer’s personality. More precisely, 
depending on their level of Openness to Experience (OTE), one of the Big Five 
personality traits (John 1990), the consumer will either embrace or reject a culturally 
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novel service provider. That is, consumers who are high in OTE prefer the novel, 
different, and contemporary, whereas those low in OTE prefer the normal, familiar, 
and traditional (McCrae 1996; McCrae and Costa 1997). In my context, we propose 
that individuals who are open to new experience prefer culturally novel service 
providers, whilst those who are closed to new experience prefer culturally normal 
service providers.  
The literature suggests that personality traits tend to be stable throughout life 
and are predominantly genetically determined (McCrae 1996). Thus, it is relatively 
difficult to alter a consumer’s dispositional OTE, and thus their degree of acceptance 
of a culturally novel service provider. Nonetheless, we posit that certain situational 
factors may influence attitude formation, and circumstances that enhance or diminish 
OTE can affect cognitive processes and outcomes in ways that mimic dispositional 
OTE (McCrae 1996). Specifically, we seek to examine situational factors that can 
influence whether an individual perceives an experience as novel, thus triggering their 
novelty seeking or novelty avoiding tendencies. One such situational factor is 
temporal distance, which leads consumers to construe at a higher level, in line with 
abstract thinking. Individuals in an abstract mind-set have been found to focus on 
similarity (Förster 2009) and categorize more inclusively (Liberman, Sagristano, and 
Trope 2002). In my context, for example, this would imply that consumers would no 
longer distinguish between a French and Japanese chef of French cuisine, but would 
simply see them both as chefs of French cuisine.  
Furthermore, we set out to explore the boundary conditions of the above 
relationship. We propose that the more complex the consumer perceives the service to 
be, the greater the effect of OTE on consumer evaluations of a service with a 
culturally novel/ normal service provider will be. For example, the effect for a 
relatively complex service, like an advanced cooking class, will be greater than for a 
relatively simple service, like a cooking class for beginners. My findings are expected 
to contribute to both the services marketing and consumer research literatures, which 
is outlined in Chapter 2. In order to gain traction on the topic, we first begin with a 
review of cultural art forms, and why they are relevant and meaningful research 
contexts.  
The overall document structure is as follows. Initially the literature relevant to 
this thesis is presented and examined, culminating in a concise and succinct 
development of the hypotheses of this research. Next, an overview of the studies 
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conducted in the scope of this research is provided, including a discussion of the key 
dependent variables and the priming methods used. Subsequently, a chapter is 
dedicated to presenting the results of each of the six studies conducted, of which five 
were laboratory studies and one was a field study. This is followed by a discussion of 
the theoretical implications, managerial implications and limitations of this research. 
Finally, a number of future research directions are examined in detail. 
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CHAPTER 2: LITERATURE REVIEW AND HYPOTHESIS DEVELOPMENT 
 
Chapter 2 summarizes the relevant literature for this thesis. In the course of the 
literature review, the central premises of this research are developed and presented in 
accordance with the literature. The literature review begins with a discussion of what 
cultural art is, the definition of a culturally novel service provider, and why, from a 
cognitive perspective, these service providers are perceived as novel.  
Subsequently, the effect of personality, and explicitly OTE, on the way that 
individuals react to novel stimuli, and thus culturally novel service providers, is 
explored in detail. Furthermore, we examine situational factors that affect novelty 
perception. Finally, the hypotheses are explicitly stated and diagrams are provided to 
clarify the relationships between the central constructs.  
 
2.1. Culturally Novel Service Providers 
 
In the following section, a number of concepts will be defined and clarified. 
To begin with, we will explain what cultural art forms are, and how consumers 
evaluate them. Building on this, we will define culturally novel service providers, and 
explain why they are perceived as novel by consumers. In order to fully understand 
this phenomenon, we delve into how novelty is cognitively processed, which is linked 
to how we mentally construe and categorize our environments. 
 
2.1.1. Cultural Art Forms and Culturally Novel Service Providers 
Every human society has its own particular culture (Bates and Plog 1988). 
Although the definition of a culture can range from broad interpretations, such as 
Western culture, to very narrow, such as Parisian culture, the present research focuses 
on national culture. Simple examples include American, Chinese, and French culture. 
While culture can be expressed in a multitude of ways, including traditions, rituals, 
and conduct (Taylor 1958), the focus of this research is on cultural art forms. 
Specifically, we are referring to art forms that are native to one national culture, such 
as cultural music, song, drama, dancing, cooking, martial arts, and even language 
(Lenzerini 2011; Munjeri 2004; Smith and Akagawa 2009).  
These cultural art forms are germane to consumers’ daily lives. For example, 
many consumers would have experienced dining at French, Indian or Mexican 
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restaurants, attending concerts of American Jazz, Jamaican Reggae, or Irish Fiddle 
music, or taking Mandarin, Jiu Jitsu or Yoga lessons. Given that consumers 
experience cultural art forms on a frequent basis, particularly in multicultural 
societies, it is pertinent to understand how consumers evaluate these cultural art 
forms, especially when provided by practitioners who are not native to that art form. 
By nature, these art forms are highly dependent on a human performer such as a 
musician, singer, actor, chef, martial artist or teacher who has mastered the cultural art 
form. In the context of services marketing, such individuals are referred to as service 
providers. 
In essence, all cultural art forms can be classified as services, which the 
practitioner performs for the consumer. As defined by Berry (1980, p. 24), “a service 
is a deed, a performance, an effort.” The literature recognizes that evaluating services 
is not as straight-forward as evaluating products (Berry 1980; Shostack 1977). The 
reason is that services, in contrast to products, tend to be intangible-dominant. As a 
result, services cannot be measured, inventoried, tested, and verified in advance of 
consumption to assure quality (Parasuraman, Zeithaml, and Berry 1985). In 
evaluating services, consumers tend to rely on tangible, peripheral signals in their 
service encounter environment, from which the service value is then deduced (Bitner 
1992; Shostack 1977).  
Prior research shows that consumers often have preconceived expectations of 
what the service environment should be like (Parasuraman, Zeithaml, and Berry 1985, 
1988; Zeithaml, Berry, and Parasuraman 1988, 1993). In accordance with 
Parasuraman et al. (1988), expectations refer to consumers’ desires or wants, or what 
the consumer feels a service provider should offer. These expectations are based on a 
set of criteria that the consumer has created (Zeithaml et al. 1993; Parasuraman et al. 
1985). When choosing between services, consumers compare their expectations with 
what the service is offering (Cadotte, Woodruff, and Jenkins 1987; Woodruff, 
Cadotte, and Jenkins 1983).  
We propose that, relative to simpler forms of experience services (e.g., a 
haircut), cultural art forms are more abstract and intangible, making them difficult for 
consumers to develop expectations. Essentially, if a consumer has no knowledge of 
what a particular cultural dish should taste like, what a particular cultural dance 
should look like, or what a particular cultural music should sound like, assessing the 
service becomes challenging. That is, given their lack of knowledge of the specific art 
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form, consumers will have only a passing or very rudimentary understanding of what 
to expect. 
Thus, it is reasonable to posit that the more complex, abstract and intangible a 
cultural art form is, the more consumers will rely on the tangible, peripheral cues in 
developing their expectations. However, unlike many service contexts in which 
consumers can look for cues in the servicescape to help assess the core service 
performance (Bitner 1992), in the case of cultural art forms, the service is inextricably 
entwined with its human performer. That is, the core tangible cue for the consumer, 
when selecting a cultural performance, is the service provider.  
Consider the following example: A consumer decides to dine at a French 
restaurant. The consumer may or may not have some preconceived expectations of 
what a French restaurant should be like. From a servicescape perspective, it is 
conceivable that the consumer may rely on the French sounding restaurant name, 
ambient lighting, cultivated décor, background music and other semiotic indicators to 
form their evaluation of the service. Nonetheless, as the cultural art form of French 
gastronomy is highly intangible, at the core, the consumer would be relying heavily 
on the service provider, or in this case, the chef.  
We posit that the consumer’s evaluations of the French restaurant may be 
influenced by how ‘French’ the chef is perceived to be. In particular, what happens if 
the chef turns out to be Japanese-looking rather than French-looking? Here, we 
propose that the Japanese-looking chef at the French restaurant will lead to a 
perceived mismatch between preconceived expectations and reality, thus making for 
an unexpected and novel experience. This leads us to the questions of how and why a 
situation is perceived to be novel. 
 
2.1.2. Perception of Novelty 
As touched upon in the previous section, expectations play a key role when it 
comes to consumption experiences. The fundamental question of interest in this 
section is, why would consumers see, for example, a Japanese chef of French cuisine 
as novel? The contention of this thesis is that consumers’ perceived novelty is due to 
the incongruity between what they perceive and what they expect. In the following, an 
understanding will be developed of what we refer to as novelty, and how the 
perception of novelty affects psychological processes. 
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Across disciplines, much research has been directed at discovering the effect 
that novelty has on our perceptions, attitudes, and behaviors. Here it is important to 
clarify what we actually mean by the term “novel” or “novelty.” In accordance with 
the Oxford English Dictionary, and the extant literature in the field of psychology 
(Berlyne 1960), an instance which is novel has been characterized by being complex, 
atypical, obscure, innovative, uncertain, and unexpected. When something is novel, it 
deviates from what is perceived as the norm, and is thus incongruent with our 
expectations (Berlyne 1960). Applied to the research at hand, we propose that for 
example a Japanese chef of French cuisine will be perceived as novel, whereas a 
French chef of French cuisine will be perceived as congruent.  
To name just a few examples of research conducted on novelty, emotion 
researchers have examined whether individuals seek out or avoid new information 
(Berlyne 1960; Berlyne et al. 1963; Loewenstein 1994; Silvia 2005; Silvia and 
Kashdan 2009). Furthermore, they have examined the circumstances that lead to 
approach or avoidance reactions amongst individuals, in relation to novel experiences 
(Bradley, Lang, and Cuthbert 1993; Silvia, Henso, and Templin 2009). 
Developmental and learning researchers have closely studied the conditions and 
mechanisms which facilitate the absorbing and integrating of new information into 
existing knowledge structures (Crockenberg and Leerkes 2004; Förster, Marguc, and 
Gillebaart 2010; Richards 1997; Rovee-Collier, Bhatt, and Chazin 1996).  
Personality psychologists have made a concerted effort to determine the 
personality traits and dispositions that facilitate the integration of new information 
(Eysenck 1992; Kashdan 2009; McCrae 1987). Furthermore, advances in neurological 
and psychobiological research provide insights into how the human body 
physiologically reacts to novelty (Tuinstra et al. 2002), and has made progress 
towards identifying the regions of the brain which process novel events (Burns et al. 
1996; Daffner et al. 2000). In fact, evolutionary psychologists believe that humans’ 
ability to learn from and come to terms with novelty has been of paramount 
importance for the development of our species’ intelligence (Kanazawa 2004).  
Social psychologists have sought to determine the circumstances which 
influence whether an individual prefers an object or experience which is new, over 
one which is familiar (Bornstein 1989; Liberman et al. 1999; Zajonc 1968). They 
have also examined how individuals assimilate social information which appears to be 
novel (Fiske and Taylor 1991). Finally, and most relevant to this research , consumer 
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psychologists have explored how consumers’ attitudes and buying behavior towards a 
product can be influenced by framing it as novel and different (Bianchi 1998; Förster 
et al. 2010; Hekkert, Snelders, and van Wieringen 2003; Moreau, Lehmann, and 
Markman 2001; Urban and Hauser 1996). A detailed discussion of relevant findings 
of this research are presented later in this document.  
We are interested in understanding why some people seek out and enjoy novel 
experiences, whilst others avoid and dislike them. It has been suggested that the 
relationship between affect and novelty is complicated, in that novel events trigger 
positive and negative affects simultaneously (Loewenstein 1994). Negative affect 
associated with experiencing novelty is attributed to the unpleasant feeling of 
discovering a gap in one’s knowledge (Loewenstein 1994, p. 87). However, 
individuals still approach and explore novel instances, such as a culturally novel 
service provider, to experience the pleasant feeling derived from gaining knowledge 
(Förster et al. 2010; Ryan and Deci 2001). This tendency is driven by a ‘motive to 
know’ (Kagan 1972, p. 54) or ‘epistemic curiosity’(Berlyne 1954). 
It is thus reasonable to posit that whether people approach or avoid novel 
events depends on a multitude of internal, as well as external factors (Förster et al. 
2010). For example, people may vary in their expectations to gain knowledge, their 
general approach and avoidance tendencies, or even their trait or state and level of 
curiosity. However, taking a philosophical approach, any event can be perceived as 
novel (Förster et al. 2010).  
This notion is reflected in the famous saying by Heraclitus, “you could not 
step twice into the same river; for other waters are ever flowing on to you” (Sedley 
2003, p.19). In relating this to novelty, this means that anything, even if it is familiar, 
can be seen as novel if one attends to slight differences in angle, lighting, or distance 
(Förster et al. 2010; Gati and Ben-Shakhar 1990). In particular, complex experiences 
such as cultural art forms, which are by nature rather ambiguous with respect to their 
novelty, easily become subject to mental construal (Förster et al. 2010).  
Further developing this idea, anything can be perceived as familiar or normal. 
One example is if an individual takes on a ‘been there, done that’ mind-set. As a 
result, the mind takes events that are being presented for the first time, and are thus 
objectively novel, and categorizes them into sufficiently broad constructs, such that 
they are perceived as being familiar and normal. This means that, for example, any 
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language course can be classified as ‘just another learning experience’ and any service 
provider we encounter can be seen as ‘just another person’ (Förster 2009a, 2009b; 
Förster et al. 2010).  
Empirical support for this notion is provided by a number of experiments 
conducted by Förster, Liberman, and Shapira (2009), who set out to examine the 
effects that framing has on our perception and appraisal of novelty. Their participants 
were subjected to a number of tasks that were framed as being new (e.g., You have 
never done this task before) or familiar, (e.g., This task is a lot like many 
psychological tests). The result was that participants in the familiarity framing 
condition were significantly more likely to claim that they had participated in a 
similar task before, compared to those in the novelty framing condition (Förster et al. 
2009). In essence, this means that framing has the potential to determine whether an 
individual perceives an experience as being novel or familiar (Förster et al. 2009).  
Furthermore, it has been found that characteristics of an experience also affect 
whether it is perceived to be novel or not (Förster et al. 2009). An experience that is 
similar to something we expect, due to prior experience, such as a French chef of 
French cuisine, is perceived as familiar and congruent. In contrast, an experience 
which possesses many features that do not fit into any mental category, such a 
Japanese chef of French cuisine, is perceived as novel and different (Förster et al. 
2009). Here it becomes apparent that mental categorization plays a very important 
role when it comes to perception of novelty, warranting a deeper discussion of how 
this cognitive system functions.  
 
2.1.3. Novelty, Categorization, and Schemas 
As touched on previously, consumers may well have a good idea of what they 
expect a service should look like, based on characteristics that were common across 
all their previous service encounters. These expectations include assumptions about 
the values of attributes, importance weights of attributes, and how much variability 
there is across attributes. In turn, these expectations of a certain domain, in this case a 
service, are integrated into a hierarchical cognitive structure called a schema (Bettman 
1979; Bettman and Park 1980, Bettman, Luce, and Payne 1998).  
This notion is supported by research in cognitive psychology, suggesting that 
individuals categorize people, events, and natural objects by using schemas that 
capture correlational patterns in their everyday lives (Anderson 2013; Komatsu 1992; 
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Medin 1989; Porac and Thomas 1994; Rosch 1978; Smith 1989; Smith and Medin 
1981; Thagard 1992). The use of schemas has been discovered in a number of 
knowledge domains, and has been used to understand and explain phenomena ranging 
from the understanding and processing of social events (Cantor, Mischel, and 
Schwartz 1982), to the categorization of entities (Kempton 1978; Rosch et al. 1976). 
In addition, schemas have even been used to explore emotions (Shaver et al. 1987) 
and personality traits (John, Hampson, and Goldberg 1991). 
The utility of schemas lies in their filtering capacity, in that they enable people 
to efficiently organize and process the huge amount of information they are 
confronted with in their everyday lives (Rosch 1975; Schneider 1973). A good 
analogy, which demonstrates how schemas work, is provided by Shaw (1990), who 
likens them to pigeonholes into which mail is sorted at a non-automated post office. 
Each pigeonhole has a label on it with a four digit area code. As the post office 
worker sorts the letters, all they need to do is glance at the area code and can quickly 
and easily sort the letters into their appropriate pigeonholes. This process is very time 
and energy efficient, as the post office worker does not need to read and process 
information about the name, street, city or even state of the recipient. However, when 
the post office worker finds a letter whose area code does not match any of the 
pigeonholes, they need to slow down and carefully examine the letter, assessing the 
full name and address before they can decide where the letter should be placed.  
Conceptually, and in line with my previous discussions, this means that if an 
instance is ambiguous or incongruent with previous categorizations, it is perceived as 
novel or different. Hence, a more controlled information search and attribution 
process is applied. Schemas contain essential characteristics of schema members, 
which then cluster to form a schema prototype (Crocker, Fiske, and Taylor 1984). 
Prototypes have a special cognitive status and function, as they are used as 
benchmarks against which other instances are compared, in order to determine into 
which category they fit. 
Applying these insights to the previous mail sorting example, this means that 
the prototypical characteristics of the letters which were sorted into each pigeonhole 
consisted of a certain four digit area code. When it comes to more complex schemas, 
like a typical chef of French cuisine, there are a multitude of prototypical 
characteristics which are used to define schema members. Of these characteristics, 
some are more critical for membership than others, meaning that each characteristic 
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has a weighting. For example, the characteristics defining a "typical French chef" may 
include rather incidental features such as wearing a toque blanche, and also include 
more critical features, such as the cultural background of the chef. 
A cognitive taxonomy consists of horizontal and vertical dimensions that 
integrate all mental schemas (Rosch 1978). Horizontally, schemas must be distinct 
from each other when their level of abstraction is comparable. Using the category of 
French chefs as an example, it could be subdivided into two subtypes such as 
culturally novel and culturally congruent chefs of French cuisine. Horizontally, 
culturally novel and congruent French restaurants must be made distinct from each 
other by using characteristics which they do not mutually share, for example their 
nationality.  
This means that the number of attributes that a subtype has in common with 
other subtypes of a similar level of abstraction determines the distinctiveness of the 
subtype. In this vein, cognitive research has demonstrated that features central to one 
subtype are regularly attributes of other subtypes, which means that horizontal 
distinctiveness is often unclear and ambiguous (Porac and Thomas 1994; Rosch 1978; 
Smith 1989; Smith and Medin 1981). For example, the categories of culturally novel 
and congruent French chef may well both include the attributes of wearing a toque 
blanche and having two arms. As a result, when attributes overlap significantly, 
categorization is more difficult compared to when attributes do not overlap 
significantly.  
Apart from varying from each other within a level of abstraction, categories 
can also be vertically differentiated from each other in accordance with their level. 
For example, categories which belong to different levels can be anywhere from very 
abstract (e.g., chef) to those that are very concrete (e.g., culturally novel chef of 
French cuisine). Thus, categories are vertically connected to each other, in that more 
specific subtypes are integrated under the umbrella of broader and more inclusive 
categories (Porac and Thomas 1994).  
As a result, and continuing with the previous example, any person can be 
described using category labels of varying levels of abstraction. A culturally novel 
chef of French cuisine is also a chef of French cuisine, a chef, and a human. This 
being said, research demonstrates that people, by default, use one level of a cognitive 
abstraction to define an instance. As described by Mervis and Rosch (1981), this 
cognitive level provides a conceptual center of gravity, which helps individuals to 
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organize and structure their description of the environment. This knowledge of how 
schemas work will become very important when examining the ways in which 
situational factors can affect individuals’ perception of novelty, by shifting the level 
of abstraction at which an instance is perceived. A detailed discussion will be 
provided in Chapter 2.3. 
In summary, an understanding has now been developed with regards to 
cultural art forms and culturally novel service providers. Furthermore, we have 
clarified the meaning of novelty, the factors that influence the perception of novelty, 
and how it is cognitively processed. However, whilst we have explored why a 
consumer may perceive a cultural service provider as novel, the question remains; 
what determines whether a consumer will react positively or negatively to a culturally 
novel service provider? It is the contention of this research that a significant portion of 
the answer may well lie in the consumer’s personality and specifically an individual’s 
level of Openness to Experience (OTE).  
 
 
2.2. The Effect of Personality on Novelty Perception  
 
 In this section we will explore why certain individuals seek out and enjoy 
culturally novel service providers, while others avoid them. In order to do so, we first 
develop an understanding of personality traits, and where they are positioned in the 
dense field of social psychology relating to personality research. In the course of this, 
we explore how personality affects our everyday behavior, specifically concentrating 
on the trait of OTE. Finally, we examine why certain situational factors have the 
potential to affect our behavior, and essentially override our dispositions. 
 
2.2.1. Personality and Openness to Experience 
There is reason to believe that the notion of personality traits, and a search for 
the structure of personality, has been a challenge since the very first studies of human 
nature itself. In the fourth century BC, Aristotle (384–322 BC) observed dispositions 
such as vanity, modesty and cowardice, and he predicted that these traits are key 
determinants of moral and immoral behavior (i.e., ethics). He also recognized that 
individuals can have different levels of certain dispositions (Judge and Bono 2000).  
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Ever since such early conceptualizations, academics have grappled with 
classification issues relating to personality. Whilst it makes perfect sense that an 
individual’s behavior varies somewhat from occasion to occasion, the question 
remains whether or not there is a consistent, stable core which defines the individual’s 
true nature. If such an underlying nature exists, the search then becomes one for the 
key components that make up an individual’s personality. 
In an attempt to resolve this fundamental quandary, a proliferation of 
competing taxonomies, which differed in terminology as well as the number and 
nature of the modeled dimensions, were developed (Kotov et al. 2010; Tellegen, 
Watson, and Clark 1999; Watson, Clark, and Harkness 1994). This lack of coherence 
was a serious impediment to the development of personality psychology, until 
consensus gradually began to emerge in the 1980s. The consensus is based on the 
realization that almost all personality measures can be reduced or categorized under 
the umbrella of a 5-factor model of personality, the so-called ‘Big Five’ (Goldberg 
1990).  
This development was facilitated by the discovery and recognition that 
personality is ordered hierarchically. Such a structure allowed personality researchers 
to synthesize various models, that specified anywhere from two to several dozen 
traits, into a single integrated system. (Digman 1997; Kotov et al. 2010; Markon, 
Krueger, and Watson 2005). The Big Five model was first discovered in the course of 
a series of studies, which set out to examine the organization of trait descriptors in the 
natural language (Goldberg 1993; John and Srivastava 1999; McCrae et al. 2000). It 
was found that these descriptors consistently revealed five broad factors when 
subjected to structure analysis.  
This Big Five structure has stood the test of time and academic scrutiny, 
proving to be remarkably robust (McCrae and Costa 1997). It has been recaptured 
through factor analysis of existing personality inventories, analyses of trait adjectives 
across various languages, and decisions made by expert judges regarding the 
dimensionality of existing measures (McCrae and John 1992). Furthermore, research 
has revealed that the five factors generalize across virtually all cultures (McCrae and 
Costa 1997; Pulver et al. 1995; Salgado 1997), remain stable as people age (Costa and 
McCrae 1992, 1988; Digman 1997), and are consistently independent of whether self 
or peer-ratings are used (McCrae and Costa 1997).  
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It has been found that the Big Five traits have a genetic basis (Digman 1989), 
and that the heritability of its dimensions is substantial (Jang, Livesley, and Vernon 
1996; Kotov et al. 2010). Specific genetic markers have even been identified, which 
are associated with the Big Five (Canli 2008; Lesch et al. 1996). Furthermore, 
DeYoung et al. (2010) found associations between the Big Five traits and the 
size/volume of associated regions of the brain. For example, OTE has been linked to 
variation in the structure of the dorsolateral pre-frontal-cortex, anterior parietal cortex, 
and anterior pre-frontal-cortex (DeYoung et al. 2010; DeYoung et al. 2009; DeYoung, 
Peterson, and Higgins 2005). 
The dimensions that make up the Big Five model are extraversion, 
neuroticism, agreeableness, conscientiousness, and openness to experience. 
Extraversion is associated with the predisposition to enjoy positive emotions (Clark 
and Watson 2008; Costa and McCrae 1992; DeYoung et al. 2010), and encompasses 
traits relating to assertiveness, sociability, and talkativeness. All of these traits have 
been linked to tendencies which increase individuals’ sensitivity to reward. In 
contrast, neuroticism associated with a propensity to experience negative emotions 
(Clark and Watson 2008; Costa and McCrae 1992), and entails traits such as self-
consciousness, anxiety, and irritability (DeYoung et al. 2010). A low level of 
neuroticism is closely related to life satisfaction and freedom from depression and 
other mental ailments (McCrae and Costa 1991).  
Agreeableness encompasses a number of traits linked to altruism. Altruism in 
this sense refers to an individual’s concern for the rights, needs and desires of others. 
A high level of agreeableness is characterized by pro-social traits. These include 
compassion, politeness, and consideration. In contrast, a low level of agreeableness is 
associated with antisocial traits like aggression and cruelty (Costa and McCrae 1992). 
Conscientiousness refers to the capability and inclination to suppress and constrain 
impulses, making it possible to respect rules and pursue strategic, intermediate to long 
term goals. Conscientiousness correlates with occupational and academic success, and 
also influences whether individuals live a life which is conducive to longevity and 
health (Ozer and Benet-Martinez 2006). A high level of conscientiousness includes 
traits such as orderliness, self-discipline, and industriousness (DeYoung et al. 2010). 
A low level of conscientiousness is associated with impulsivity, distractibility, and 
disorganization (Barrick and Mount 1991). 
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Finally, and of the greatest interest for this research, is Openness to 
Experience (OTE). Those who score highly in this dimension tend to have a vivid 
imagination, intellectual curiosity, unconventional attitudes, depth of feeling, 
intellectual curiosity, and behavioral flexibility (McCrae 1996; DeYoung et al. 2005). 
In individuals, OTE is structurally and motivationally manifested in “the breadth, 
depth, and permeability of their consciousness, and in their reoccurring need to 
enlarge and examine experience” (McCrae and Costa 1997, p. 826). That is, people 
who are relatively more open appreciate the merits of trying new things (Costa and 
McCrae 1992).  
They are not only adventurous, in that they seek out new and different 
experiences, but are also bored by familiar experiences and stifled by routine (McCrae 
and Costa 1997). They adapt more rapidly and effectively to unforeseen change 
(LePine, Colquitt, and Erez 2000), and are thus more tolerant of risk (George and 
Zhou 2001; Lauriola and Levin 2001; McCrae 1987). Finally, individuals who are 
more open actively seek opportunities to discover new things and experiences (Flynn 
2005; McCrae 1987). 
Although environmental factors such as gender, culture, and upbringing have 
been found to marginally determine people’s OTE (Costa, Terracciano, and McCrae 
2001; McCrae et al. 2000), genetics is the main contributing factor. In his review, 
Loehlin (1992) concludes that, of all the Big Five personality traits, OTE has the 
largest estimate for additive genetic variance. Surprisingly, there has been no research 
conducted to determine the effect of OTE on consumer behavior. 
Building on these findings, we hypothesize that consumers react differently to 
a culturally novel service provider, depending on their level of OTE. For example, we 
propose that a French restaurant with a Japanese chef will be preferred over one with 
a French chef by a high OTE consumer. In contrast, a French restaurant with a French 
chef will be preferred over one with a Japanese chef by a relatively low OTE 
consumer. The reasoning is that high OTE consumers prefer the novel, whereas low 
OTE consumers prefer the norm.  
Considering the central role of OTE in my research, it becomes necessary to 
examine the determinants of an individual’s level of openness. More precisely, the 
next step is to determine why an individual’s dispositional level of OTE will affect 
their reaction towards a culturally novel service provider, by examining how 
personality traits are expressed. 
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2.2.2. Personality and Individual Differences 
The initial objective here is to ascertain what behaviors and situations unmask 
aspects of our underlying personality. This is no easy task, as others have noted (e.g., 
Allport and Vernon 1930; Cervone 1991; Pervin 1990). In the past some have argued 
that, “it is in individual differences that we find the logical key to personality,” 
(Guilford 1959, p. 5). However, it is obvious that some individual differences are 
categorized as personality and others, such as hair color, are not. Hence, it has been 
determined that individual differences attributed to personality are only those which 
reflect motivated preferences and biases (Grant and Dweck 1999, 2003; Higgins 
1997).  
An individual’s motivations, intentions, and goals have played a central role in 
many theories of personality, from early psychodynamic theories (Freud 1914, 1955) 
to more recent social-cognitive approaches (Bandura and Cervone 1986; Cantor and 
Kihlstrom 1987; Dweck and Leggett 1988; Higgins 1997; Mischel and Shoda 1995; 
Molden and Dweck 2006). Here, it has been found that preferences can be 
consciously or subconsciously influenced by motivations and biases, which result in 
certain response choices.  
Thus, the central premise of personality is that it reflects the preferences and 
biases of an underlying motivational system, which differs from person to person. 
Essentially, motivated preferences and biases determine what individuals see or 
believe, what they desire and how they intend to achieve such desired states of being. 
This conceptualization of personality is based on taking a person-in-context approach 
to understanding the individual (Bandura and Cervone 1986; Cantor and Kihlstorm 
1987; Caprara and Cervone 2000, Cervone 2005; Dweck and Leggett 1988; Higgines 
1997; Kelly 1955; Mischel and Shoda 1995).  
Here, the importance of the content, organization, and structure of an 
individual’s goals, strategies, and mental representations, which include expectancies 
and beliefs, becomes clear (Bandura and Cervone1986; Higgins 1997; Kelly 1955; 
Mischel and Shoda 1995). Researchers, as early as Wertheimer (1923), hypothesized 
that our perceptions are influenced by expectancies, needs and beliefs. Based on the 
works of a number of seminal authors, it has been determined that our perceptions of 
objects, events, and other individuals are affected by knowledge structures derived 
from past experiences (Bartlett 1932; Bruner 1957; Hebb 1949; Kelly 1955; 
Wertheimer 1923). Furthermore, the light in which an individual sees an object, event, 
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or person determines its significance. This affects the individual’s evaluations, 
preference and decisions regarding that instance. As put forward by Kelly (1955), 
individuals scan their perceptual field “to pick up blips of meaning” (p.145) that relate 
to their chronically accessible constructs (Higgins, King and Mavin 1982; Robinson 
2004).  
Taking this information into consideration, and applying it to the research 
question at hand, it becomes apparent that a consumer’s personality, specifically, level 
of OTE, will have an impact on their reaction and evaluation of a culturally novel 
service provider. First of all, when a consumer is selecting a service, they are 
essentially faced with a choice, making for an opportunity for their personality to 
influence their decision. Depending on whether the consumer possesses a high or low 
level of OTE, they have a motivated preference for all things new, like a culturally 
novel service provider, or all things ordinary, like a culturally congruent service 
provider. Finally, and as touched upon earlier, the consumer’s reaction is dependent 
on whether or not they like it when their expectations are met or contravened. 
The heritability and stability of OTE underscores its status as a dimension of 
personality. In contrast, specific attitudes, such as those toward a Japanese chef of 
French cuisine, are acquired and change over time, which explains why attitudes have 
usually been distinguished from personality traits (McCrae 1996). It would, therefore, 
be incorrect to equate OTE with consumers’ attitudes towards a culturally novel 
service provider. Rather, it would be more appropriate to regard OTE as the 
underlying personality dimension that predisposes individuals to develop attitudes 
toward such individuals and the service they are providing (Olson and Zanna 1993). 
In the following, we propose that certain situational factors influence attitude 
formation, and circumstances that enhance or diminish openness can affect thought 
processes and outcomes in ways that mimic dispositional OTE (McCrae 1996). Here, 
we focus on situational factors that can influence whether an individual perceives an 
experience as novel, thus triggering their novelty seeking or novelty avoiding 
tendencies. This is in line with research pertaining to the contextualization of the self, 
suggesting that human personality is a complex set of ‘if-then’ contingencies, in 
which behavior varies in response to different situations (Mendoza-Denton et al. 
2001; Mischel and Shoda 1995; Wakslak et al. 2008).  
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2.2.3. Personality and Situational factors 
Most conceptualizations of personality have been built on the assumption that 
personality is invariable, and that any individual’s behavior can be explained by 
determining their behavioral dispositions or traits. For example, the higher an 
individual’s OTE score, the more they will enjoy and seek out new and different 
experiences, independent of the contextual situation. Whilst this conceptualization is 
appealing, empirical testing has persistently demonstrated that an individual’s 
behavior and scores on any psychological dimension is not entirely stable across 
varying situations (Mischel 2004).  
The first conclusive evidence was provided in a ground-breaking study 
conducted by Theodore Newcomb (1929). Newcomb focused on the trait of 
extraversion, and studied 51 boys in 21 situations during the course of a summer 
camp. He observed the participants on a day to day basis, and methodically recorded 
information relating to, for example, “How much of the time did he talk at the table?” 
or “What percent of the time did he work or play alone?” The surprising and 
intriguing results of this study were that the correlations between the behaviors 
displayed across situations each day was remarkably low.  
Over the following decades, much empirical research has been conducted, 
which validates the initial results of Newcomb’s (1929) study, highlighting the rift 
between extant theory and reality (Krahe 1990; Endler and Magnusson 1976; Mischel 
1968, 1973, 2004; Mischel and Peake 1982; Moskowitz 1982, 1994; Nisbett and Ross 
1980; Peterson 1968; Ross and Nisbett 1991; Vernon 1964). Whilst it is now widely 
accepted that the same individual will not, dispositionally, behave in the same way 
across situations, there still remains debate concerning how this variability should be 
interpreted. As a result, two paradigms exist in the field of psychology. 
One interpretation of the data concerning the observed cross-situational 
variability is that it is simply the result of measurement error and coincidental 
confounds. Whilst this approach acknowledges the impact of situations, it seeks to 
factor them out as unexplained variance to arrive at an overall “true score,” which can 
predict behavior independent of situations (Epstein 1979, 1980; Mischel and Peake 
1982; Pervin 1994). The result of this distillation process is a set of stable dimensions 
along which individuals differ. For example, some people are more open-minded, 
some are more conscientious, and yet others are more agreeable. From this 
perspective, a person’s underlying personality is assumed to be unrelated and 
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unconnected to the situation, and the causal powers leading to a certain behavior are 
either attributed to the one or to the other. 
Within this paradigm, there was long standing dispute whether to factor the 
situation into the analysis of invariance, which led to the so-called “person vs. 
situation debate.” In particular, during the 1970s and 1980s much research attention 
was directed towards determining whether personality or situation accounts for 
greater behavioral variance. However, in time, it was recognized that person and 
situation play an equally important role, and a concerted effort has since been made to 
explore the interactions between the two factors (Fleeson 2001; Endler and 
Magnusson 1976; Moskowitz 1982, 1994; Vansteelandt and Van Mechelen 1998). 
An alternative interpretation concerning the variability of behavior and the 
invariability of personality is somewhat more involved and incorporates research from 
the domain of cognitive psychology. This approach puts forward a set of social 
cognitive person variables, which take into consideration how the person construes 
situations (Mischel 2004). Furthermore, it factors in the individual’s expectancies, 
beliefs, self-regulatory competencies, and goals, which are triggered as they interact 
with their environment (Mischel 1973, 2004).   
Central to this conception are the underlying mechanisms and psychological 
processes, which influence the way individuals interpret meanings of situations. These 
processes in turn, help to develop an understanding of the distinctive and predictable 
patterns of behavior, which are displayed in response to particular situations. In 
contrast to broad situation-free trait descriptors, this method focuses on situation-
qualified characterizations of individuals (Mischel 2004). Essentially, this means that 
dispositions are seen as being dependent on the situations in which they are expressed.  
In the same vein, an individual’s expectations, beliefs, behavioral scripts and 
goals can and do vary, in response to different situations. Thus it cannot be expected 
that an individual will react in exactly the same way, in two different situations, if 
they are not psychologically and functionally comparable in meaning. A number of 
studies have been conducted to provide empirical evidence for this theory of 
personality (Mischel and Peake 1982; Mischel and Shoda 1995; Shoda, Mischel, and 
Wright 1994).  
For example, a large field study observed behavior relating to a number of 
personality traits, across a multitude of situations (Mischel and Peake 1982). 
Participants’ level of conscientiousness was repeatedly tested throughout the 
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semester, across a number of situations including the classroom, dormitory, and 
library. On the one hand, the results further validated the discoveries made by 
Newcomb and later researchers, demonstrating that behavior varies considerably 
between different situations.  On the other hand however, the results were 
groundbreaking in that they revealed that an individual can be above the average on a 
certain personality trait in one situation, however below the average on the same 
personality trait in a different situation. Furthermore, the study provided evidence that 
an individual’s behavior is stable across situations, which are functionally 
comparable.  
Collectively, this research provides support for the view that the behavioral 
variability between situations is by no means random, but is structured and to some 
degree predictable. Applying this to the individual, this means that every person has a 
specific behavioral pattern, which is stable within comparable situations, but varies 
between types of situations. For example, an individual can be less open to experience 
in one situation, but more open to experience in a different situation. This means that 
behavioral variation between situations is stable, and the search for the invariable 
personality becomes one for the patterns of variability (Mischel and Shoda 1995; 
Shoda and LeeTiernan 2002; Shoda et al. 1994, 2002).  
Considering that individuals can be characterized by distinctive and stable 
patterns of variability when it comes to their thoughts, feelings and actions across 
various types of situations, it is possible to develop a “behavioral signature” for each 
individual. This signature represents a series a of ‘if-then’ situational behavior 
contingencies (Shoda et al. 1993, 1994). The notion of stable ‘if-then’ behavioral 
signatures is finding increasing empirical support, demonstrating that consistent 
patterns of behavioral variability distinctively characterize individuals (Andersen and 
Chen 2002; Cervone and Shoda 1999; Mischel 2004; Morf and Rhodewalt 2001; 
Shoda and LeeTiernan 2002; Vansteelandt and Van Mechelen 1998). 
Relating this back to the research question at hand, a number of relationships 
become clear. Firstly, it illustrates that an individual’s behavior is not set in stone by 
their dispositional personality traits, but the expression of their traits is very much 
dependent on the situation. Secondly, it indicates that situational factors have the 
potential to change the way in which consumers construe an instance. This in turn 
affects the individual’s beliefs, expectancies, and goals relating to the instance. 
Importantly, for this research, this implies that an individual’s reaction to a culturally 
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novel service provider is dependent on the way they construe the situation, and not 
only their dispositional level of OTE. This notion is explored in greater detail in the 
following section. 
 
 
2.3. Situational Factors Affecting Novelty Perception 
 
 One situational factor that may affect a consumer’s evaluation of a culturally 
novel service provider, and essentially their perception of novelty, is psychological 
distance. Research has demonstrated that, depending on whether an instance is 
perceived to be psychologically near or distance, has a direct effect on an individual’s 
construal level. In the following section, the constructs of psychological distance and 
construal level will be explained in greater detail. Furthermore, a review will be 
provided of the literature pertaining to the relationship between these two constructs. 
Finally, a number of situational factors and primes will be discussed, which have been 
found to influence an individual’s perception of psychological distance and construal 
level. 
 
2.3.1. Psychological Distance and Construal Level Theory 
Construal level theory was developed by building on theories of categorization 
(Rosch 1975), action identification (Vallacher and Wegner 1987), and concept 
formation (Medin and Smith 1984).  Research over the last decade has repeatedly and 
consistently shown that an individual’s construal level is strongly influenced by 
psychological distance. In this context, psychological distance is defined as the 
subjective experience that something is close or far away. Psychological distance can 
be perceived along the dimensions of time, space, social distance, and hypotheticality 
(Trope and Liberman 2010). 
 In essence, individuals use abstract mental models (high-level construals) 
when thinking about psychologically distant events. In contrast, more concrete mental 
models (low-level construals) are used when thinking about psychologically proximal 
events (Trope and Liberman 2000, 2010). Furthermore, it has been demonstrated that 
the relationship between construal level and psychological distance is bi-directional. 
On the one hand, as psychological distance increases, individuals think of an event in 
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more abstract terms. On the other hand, individuals perceive an event as 
psychologically distant, if they think about it in a more abstract way.  
Put simply, construal level has the effect of expanding or contracting an 
individual’s mental horizon. Prior research examining the effect of different construal 
levels on perception demonstrates that individuals who construe stimuli more 
abstractly develop relatively simple, decontextualized, and coherent representations 
(Trope and Liberman 2010). These representations are used to extract the basic 
meaning from the available information, without going into too great a detail. 
Conceptually, it is as though the individual is looking at the stimuli from a high level 
or altitude, and can only make out the features that are most prominent (Trope and 
Liberman 2010).  
As a result, individuals using abstract construal are influenced by the general 
features of stimuli. For example, these may consist of salient features, which are a 
product of the abstraction and generalization concerning the attributes, behaviors and 
characteristics of people, events, or other stimuli (Ashmore and Del Boca 1981; Fiske 
and Pavelchak 1986; Hilton and von Hippel 1996; Trope and Liberman 2010). In 
contrast, individuals who construe stimuli more accurately include more tangible, 
contextual and incidental details in their representations. In this instance, the 
individual is looking at the stimuli from a low level or altitude, and has a detailed 
perspective. These individuals are largely influenced by detailed and specific features 
(Fiske and Pavelchak 1986; Trope and Liberman 2000, 2010).  
As mentioned earlier, construal level is related to action identification theory, 
which supports a similar distinction concerning behaviors and actions. Action identity 
theory posits that the identities of an individual’s actions can be classified in a 
cognitive hierarchy (Vallacher and Wegner 1989). On one end of the spectrum are 
low-level identities, which specify how one acts. On the other end are high-level 
identities, which in turn specify why one acts (Vallacher and Wegner 1989). For 
example, for those thinking about “going for a run” with an abstract mindset (high-
level construal), “getting exercise” will make more sense to them than will “putting 
one foot in front of the other.” For those thinking about “going for a run” with a 
concrete mindset (low-level construal), “putting joggers on” will resonate more with 
them than will “looking fit and healthy.” 
We are interested in the psychological mechanism of construal as, depending 
on whether an experience is represented in an abstract or concrete manner, it can be 
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perceived and judged very differently. As touched upon earlier, research indicates that 
when an abstract mind-set has been activated, people tend to classify instances into 
broader categories, expect experiences to be more prototypical and organize 
preferences in simpler structures (Liberman, Sangristano, and Trope 2002; Trope and 
Liberman 2003, 2010). However when a low level mind-set has been activated, 
instances are classified into multiple, narrow and concrete structures (Nussbaum, 
Trope, and Liberman 2003). 
In this vein, Förster (2009a) finds that people are more likely to include a 
target in the standard (assimilation effect) when they are in an abstract mind-set. In 
contrast, participants exclude a target from the standard (contrast effect) when they 
are in a concrete mind-set. These findings suggest that an abstract mind-set broadens 
the scope of conceptual processing, making it possible to include both the standard 
and the target in the same category. However, a concrete mind-set has the effect of 
narrowing the conceptual scope, leading to the perception that the standard and the 
target belong to different categories (Förster 2009; Förster, Liberman, and Kuschel 
2008; Liberman et al. 2002).  
This relationship is further supported by research which demonstrates that 
people cluster objects into just a few, broad categories when they imagine objects in a 
distant scenario. In contrast, when people imagine the same objects in the near future, 
they cluster them into many, specific categories (Fujita et al. 2006; Liberman et al. 
2002; Trope and Liberman 2010). The same findings were made when hypothetical 
distance was varied, in that the objects were imagined in a more or less likely scenario 
(Wakslak et al. 2006).  
The above findings relating to categorization are similar to those made 
concerning the segmentation of events. Here, it has been found that when people 
perceive behavior sequences as taking place in the distant future, compared to the 
proximal, they group behavior sequences into broader segments. Demonstrating this 
phenomenon, a study conducted by Henderson et al. (2006) asked the participants, 
who were students at New York University, to divide a behavioral sequence into as 
many sections as they felt was adequate.  
The behavioral sequence shown was an animated film featuring a circle and 
two triangles, which move around each other. Participants were told that the shapes 
represented three teenagers moving around a cabin, at a summer camp. Half of the 
participants were told that the camp is on the East Coast, representing a spatially near 
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scenario. The other half were told that the camp is West Coast, representing a 
spatially distant scenario. The results demonstrated that the participants divided the 
film into fewer, broader sections in the spatially distant scenario, compared to 
spatially near scenario. Again, the same results were found for behavioral sequences 
which were perceived to be more or less likely (Wakslak et al. 2006). 
These findings are further substantiated by Liberman et al. (2002), who asked 
participants to imagine themselves in several different situations, such as going on a 
camping trip. Furthermore, participants were asked to imagine that this camping trip 
was going to take place in the near or distant future. They were then asked to classify 
a number of objects, such as potato chips and hotdogs, into as many categories as they 
thought appropriate. Again, the result showed that the same objects were classified 
into broader categories, when the situations was perceived to be taking place in the 
distant future, compared to the near future.  
Finally, and possibly of greatest importance for this research, Förster et al. 
(2010) found support for the notion that including an instance into an existing mental 
category enhances the individual’s perception that the instance is similar to the 
category prototype. This in turn leads to a feeling of familiarity concerning the event. 
In contrast, when an event is excluded from a mental category, perceived dissimilarity 
is enhanced and the event is seen as novel. This is supported by studies which 
showcase that abstract mindsets and global processing increase individuals’ 
propensity to accept events which are not familiar (Schimmel and Förster 2008). 
Overall, Förster et al. (2009) suggest that processes such as categorization, priming, 
and motivational orientations, which are all artifacts of subjective construal, influence 
the experience of novelty. 
Taken together, and integrating points from the previous discussion of 
categorization, the literature suggests that an abstract mind-set, in comparison to a 
concrete mind-set, fosters a search for similarity between exemplars and experiences. 
This in turn leads to inclusion of more atypical exemplars into a single conceptual 
category (Förster 2009a; Liberman et al. 2002; Trope and Liberman 2010). In 
particular, individuals who chronically construe at a more abstract level tend to 
perceive targets as more similar, which leads to broader and more inclusive 
categorization (Levy, Freitas, and Salovey 2002; McCrea, Wieber, and Meyers 2012). 
Basically, any two experiences an individual has are never completely identical, yet 
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the two experiences can be similar enough so that they can both be accommodated in 
the same, sufficiently broad category (Mervis and Rosch 1981; Rosch 1975).  
As a result, whether an individual sees two experiences as similar or dissimilar 
can be subjective and dependent on the situation. Structure mapping approaches 
suggest that comparisons of instances take place by matching features and attributes 
of the instance to that of a prototype or comparison standard (Förster 2009a; Gentner 
and Markman 1994; Mussweiler 2003). In the context of consumers’ selecting a 
French restaurant, this implies that the consumers cognitively match features and 
attributes of the French restaurant they are considering, with the comparison standard 
of what they think a good French restaurant should be like. Whether they see the 
French restaurant under consideration as similar or dissimilar to their standard, thus 
matching or not matching their expectations, partially depends on the situation.   
This leads us to my final premise, that consumers induced into a relatively 
more abstract mind-set, compared to a more concrete mind-set, are more inclined to 
accept a service provider as similar to the standard (their expectations) due to their 
broad, inclusive categorization. In the context of the aforementioned Japanese chef of 
French cuisine, this means that the consumer no longer sees the Japanese chef as 
significantly different to any other typical chef of French cuisine. That is, the 
consumer perceives the culturally novel service provider as a culturally normal 
service provider.  
We propose that, depending on consumers’ innate level of OTE, perceiving 
the culturally novel service provider as normal, due to an abstract construal, has 
contrasting consequences for consumers’ evaluations. Consumers high in OTE will no 
longer display a preference for the service provider, as they prefer the novel over the 
norm. As a consequence, they will evaluate the culturally novel service similarly to 
the culturally normal service provider. In contrast, consumers low in OTE will no 
longer respond badly to the service provider, as they prefer the norm over the novel. 
As a result, they will evaluate the culturally novel service provider similarly to the 
culturally normal service provider.   
Importantly, we are not predicting that an abstract construal will directly affect 
consumers’ OTE. Instead, the abstract construal mechanism works by focusing 
consumers’ attention on similarities between a target and a salient category, thus 
decreasing the perceived amount of novelty. This cognitive orientation should 
encourage broader, more inclusive categorization (Levy et al. 2002; Wakslak et al. 
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2008). In particular, consumers low in OTE, and in an abstract mindset, will react to a 
culturally novel service provider in the same way as they do to culturally congruent 
providers. However, consumers high in OTE and in an abstract mindset will react to a 
culturally novel service provider in the same way as they would to a culturally 
congruent service provider.  
The next step is to determine the situational factors, which influence construal 
level, and how these situational factors can be manipulated within a marketing 
context. Essentially, there are several situational factors which have the potential to 
shift construal level, most of which are linked to psychological distance. That being 
said, every individual has a dispositional, “chronic” level of construal, which is in 
itself, an individual difference. In the following, both chronic and situational construal 
level will be discussed, as well as the ways in which construal level can be primed. 
 
2.3.2. Chronic and Situational Construal Level 
As mentioned in the above, construal level theory is closely linked to 
psychological distance. Essentially, high-level construal is associated with more 
distant objects, and more distant objects will bring about a higher level of construal. 
This relationship has been found to hold true across both implicit associations and 
explicit judgments and decisions. Of importance to this research, Bar-Anan, 
Liberman, and Trope (2006) conducted detailed research on the relationship between 
construal level and psychological distance using the results of an Implicit Association 
test as the dependent variable.  
Participants were assigned to either a construal level congruent condition, or a 
construal level incongruent condition. In the construal level congruent condition, 
stimuli relating to a high level construal was paired with a psychologically distant 
stimuli, or a stimuli relating to a low level construal was paired with a psychologically 
proximal stimuli. In the construal level incongruent condition, the situation was 
reversed, in that a stimulus pertaining to a high-level construal was paired with a 
psychologically proximal stimulus, or a stimulus pertaining to a low-level construal 
was paired with a psychologically distant stimulus. 
The main finding was that, independent of whether temporal distance, spatial 
distance, social distance, or hypotheticality was primed, participants’ reaction times 
were faster in the construal level congruent condition than in the construal level 
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incongruent condition. These results showcase that individuals implicitly associate 
high-level construal with psychological distance and low-level construal with 
psychological proximity.  Furthermore, the results demonstrate that the association 
between psychological distance and construal level can be activated automatically 
without conscious deliberation. 
Beyond implicit association, it has been found that an individual’s construal 
level varies dispositionally. This means that individuals have a chronic tendency to 
perceive and construe at a certain level of construal (Freitas, Salovey, and Liberman 
2001; Vallacher and Wegner 1989). Furthermore, construal level can vary in 
accordance with situational factors (Fujita et al. 2006; Trope and Liberman 2010). Of 
particular interest for this research, it has been found that the tendency to construe 
situations at high or low levels can also be procedurally primed (Smith and 
Branscombe 1987), and activated by using high or low level construals in unrelated 
prior contexts.  
For example, Förster, Friedman, and Lieberman (2004) demonstrated that, for 
example, imagining unrelated distant future events leads people to think in more 
abstract and general ways. In contrast, imagining unrelated near-future events has 
people thinking in a more detailed and concrete manner. In a similar vein, it was also 
found that an individual’s tendency to construe a situation, with either a high or a low 
level of construal, can be induced directly through manipulations. The manipulation 
works by activating certain cognitive procedures or mindsets associated with each 
respective construal (Freitas, Gollwitzer, and Trope 2004).  
Whilst it is conceivable that consumer perceived psychological distance to an 
event can vary within a marketing setting, along the dimensions of space, social 
distance, and hypotheticality, this research concentrates on temporal distance.  
Temporal distance lends itself particularly well to being manipulated within the scope 
of a marketing campaign. For example, advertisers can vary the release of advertising 
information to either induce a temporally proximal or distant impression. Using the 
example of a language course, marketing material could be released months before 
(psychologically distant) or days before (psychologically proximal) the course 
commences. Varying the other dimensions of psychological distance within the scope 
of the current research question would however provide interesting marketing 
insights, which are discussed in the future research directions section of this 
document.  
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Overall, we have now provided an overview of the theories and literature 
central to this thesis. An understanding has been developed of what cultural art is, 
what we perceived to be culturally novel service provider, and why, from a cognitive 
perspective, these service providers are perceived to be novel. Furthermore we have 
discussed the effect that personality, and in particular OTE, has on the on the way that 
individuals react to novel stimuli, and thus culturally novel service providers. Finally, 
we have examined situational factors, which have the propensity to shift individual’s 
construal level, thus changing the way in which they react to novelty.  
 
2.4. Hypothesis Development 
 
Having covered the theories central to this research project, and having 
developed an understanding of the relationships between the relevant theories, the 
next step is to explicitly state the central hypotheses. Overall, the hypotheses represent 
a distillation of the theories and their application outlined throughout this chapter. 
However, a short summary of the theory central to each hypotheses is provided in the 
following. In Figure 1 below, the overall model is depicted. Subsequently, the model 
is broken down into its constituents, and explained hypothesis by hypothesis.   
 
 
Figure 1: The Overall Model 
 
2.4.1. Hypothesis 1 
We propose that depending on an individual’s dispositional level of OTE, they 
will either embrace or reject a culturally novel service provider in accordance with the 
following hypothesis. 
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H1: Individuals high in OTE will prefer a culturally novel service provider to a 
culturally congruent service provider. In contrast, individuals low in OTE will prefer a 
culturally congruent service provider to a culturally novel service provider. 
 
This is due to the fact that individuals high in OTE are more appreciative of 
the merits of trying new things, are more adventurous, and seek out new and different 
experiences, such as a culturally novel service provider. In contrast, those low in OTE 
prefer familiar experiences and those which meet their expectations, such as a 
culturally congruent service provider. This relationship is depicted in Figure 2 below. 
 
 
Figure 2: The Moderating Effect of OTE. 
 
2.4.2. Hypothesis 2 
We propose that the moderating effect that individual’s level of OTE has on 
consumer evaluations of a culturally novel service provider, is moderated by 
perceived service complexity, in the following way. 
 
H2a: An individual’s level of OTE has a significant effect on consumers’ evaluation 
of a culturally novel/ normal service provider, when consuming complex services. 
 
H2b: An individual’s level of OTE does not have a significant effect on consumers’ 
evaluation of a culturally novel/ normal service provider, when consuming simple 
services. 
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As discussed earlier, the more complex, abstract and intangible a cultural 
service is, the more consumers will rely on the tangible, peripheral cues in developing 
their expectations. As the core tangible cue for the consumer, when selecting a 
cultural performance, is the service provider, the service provider’s cultural identity 
will increasingly become the focus of attention, with rising complexity. The central 
construct of interest here is the consumer’s perceived level of service complexity. As 
many cultural services are offered at varying levels of complexity, such as a beginners 
or an advanced course in Spanish language, this is an important moderator. This 
relationship is depicted in Figure 3 below. 
 
 
Figure 3: The Moderating Effect of Service Complexity. 
 
2.4.3. Hypothesis 3 
We propose that the moderating effect that individual’s level of OTE has on 
consumer evaluations of a culturally novel service provider, is moderated by construal 
level, in the following way. 
 
H3a: Individuals in a low-level of construal, who are high (low) in OTE, evaluate a 
culturally novel (congruent) service provider more highly than a culturally congruent 
(novel) service provider.  
 
H3b: Individuals in a high-level of construal, who are low (high) in OTE, evaluate a 
culturally novel (congruent) service provider as highly as they do a culturally 
congruent (novel) provider. 
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The logic behind this reasoning is that an abstract construal has the effect of 
focusing consumers’ attention on similarities between a target and a salient category, 
thus decreasing the perceived amount of novelty. This cognitive orientation 
encourages broader, more inclusive categorization, compared to a low level of 
construal. Thus, in a high level of construal both a culturally novel and a culturally 
congruent service provider are both accommodated in the same cognitive category. 
However, in a low level of construal a culturally novel and a culturally congruent 
service provider are categorized as fundamentally different. This relationship is 
depicted in Figure 4 below. 
 
 
Figure 4: The Moderating Effect of Construal Level. 
 
In this chapter the central premises of this research are presented in reference 
to the current literature. In summary, the literature review examines cultural art and 
the phenomena of culturally novel service providers. Specifically, it explains why, 
from a cognitive perspective, these service providers are perceived as novel. The 
effect of personality, and explicitly OTE, on the way that individuals react to novel 
stimuli, and thus culturally novel service providers, is discussed. Situational factors 
that affect novelty perception are explored. Finally, the hypotheses are explicitly 
stated and diagrams are provided to clarify the relationships between the central 
constructs. In the following chapter, the studies designed and conducted to test the 
hypothesis are introduced. 
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CHAPTER 3: RESEARCH OVERVIEW 
 
We conducted a total of six experiments to investigate the three hypotheses 
stated above. Overall, five of the studies were conducted in a laboratory setting and 
one was conducted in a field setting. Firstly we tested whether consumers who are 
more (less) open to experience react more (less) favorably toward culturally novel 
service providers. Next, we tested hypotheses 2a and 2b, examining whether 
perceived level of service complexity moderate this relationship. Finally, we tested 
the moderating effect of construal level.  
In the following, each study is introduced, and it is explained which 
hypotheses they are designed to test. Furthermore, the key dependent variables for the 
studies are presented and their choice is justified. Finally, the two methods of 
manipulating an individual’s construal level, being by means of a paper prime or 
temporal distance, are discussed. Both of these methods were used in the studies, in 
order to test hypotheses 3a and 3b. 
 
3.1. Overview of Studies 
 
In Study 1 we test the first hypothesis, that OTE moderates the effect of 
perceived cultural novelty of the service provider on consumers’ evaluation. In Study 
2 we explore the robustness of the findings of the previous study, by examining 
whether the results hold true across different services and cultural backgrounds of the 
service providers. In this study, many of the potential confounds of Study 1 are 
eliminated by the study design.  
In Study 3, and building on the results of Study 1 and Study 2, we test 
hypotheses 2a and 2b, that consumer perceived service complexity moderates the 
relationship tested in earlier studies. In Study 4, Study 5, and Study 6 we test 
hypotheses 3a and 3b, examining whether construal level is a significant moderator of 
the relationship explored in the previous studies. The difference between Study 4, 
Study 5, and Study 6 lies in the way that construal level is manipulated. In both Study 
4 and Study 6 a paper prime is used, where Study 4 utilizes a consumer panel and 
Study 6 is a field study. In Study 5 the more externally valid manipulation of temporal 
distance is used to prime construal level. An overview of the different studies, as well 
as the hypotheses tested in each study, is provided in the table below. 
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Study Hypothesis Tested Service Setting 
Study 1 Hypothesis 1 Cooking Course 
Study 2 Hypothesis 1 Language Course 
Study 3 Hypothesis 1 
Hypothesis 2a and 2b 
Cooking Course 
Study 4 Hypothesis 1 
Hypothesis 3a and 3b 
Acupuncture Therapy 
Study 5 Hypothesis 1 
Hypothesis 3a and 3b 
Thai Massage 
Study 6 Hypothesis 1 
Hypothesis 3a and 3b 
Language Courses 
Table 1: Overview of Studies and Hypotheses Tested 
 
Experiments, as a research method, were chosen as they enable an 
examination of the cause and effect relationship between variables, which is not 
possible with other research methods. Experiments are particularly suitable for my 
research, as the focus is on the relationships between already established 
psychological mechanisms and established outcome variables. Therefore, there is no 
need for exploratory work in order to define the mechanisms at play. The laboratory 
experiments enabled precise controls aimed at preventing any extraneous variables 
from affecting the results. In general, due to the controls put in place, it has been 
found that the level of reliability is relatively high for laboratory experiments. 
Furthermore, experiments produce quantitative data, which means that the analysis of 
the results is more objective, as fewer subjective interpretations can be made 
(Shaughnessy, Zechmeister and Zechmeister 2014).  
One of the disadvantages of laboratory experiments is however that they lack 
ecological validity, due to the artificial environment of the experiment. Ecological 
validity in this situation refers to the fact that a method is representative of a real-life 
situation. During tightly controlled laboratory experiments, participants potentially do 
not act and react in the same way as they would in a real-life situation. It therefore 
becomes questionable whether the results are generalizable to a real-life setting 
(Shaughnessy et al. 2014).  
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For this very reason, a field experiment was conducted, to make sure that the 
findings of the laboratory studies hold true in an actual service setting. The strengths 
of field experiments are that behavior is more likely to reflect real-life because of its 
natural setting. As a tradeoff, there is less control over extraneous variables that might 
bias the results, making it difficult for another researcher to replicate the study in 
exactly the same way (Shaughnessy et al. 2014). Overall, using a combination of 
laboratory and field experiments, it is reasonable to posit that the results are both valid 
and generalizable. 
In Studies 1 to 5 responses collected from participants recruited through online 
consumer panels were used. The specifications given to the consumer panel providers 
were that the sample needs to be representative of the Australian population, and 
identify with being of Australian ethnicity. Online panels were chosen as the method 
of data collection for a number of reasons. Firstly, they provide access to a 
prearranged and willing target group of participants. Secondly, they enable prompt 
field work, in that the data can be collected within a very short time period, avoiding 
the effect of timing based confounds. Finally, consumer panels are both targeted and 
efficient, in that the panel providers screen participants in relations to key 
qualification criteria prior to participation.  
The service settings used in the studies were specifically selected in 
accordance with a number of criteria. Firstly, the service setting had to be common 
and thus mentally accessible to the customer. Secondly, the service setting had to be 
frequently advertised either online or in print media, providing a detailed description 
of the service provider. As many services are identified by consumers through online 
searches, the decision was made to use a web page as the stimuli. Thirdly, the service 
had to be closely associated with the performance of a single service provider. 
Finally, the service had to be associated with one particular national culture. All 
service settings used in this research fulfill these criteria. The sample size within each 
experiment was chosen, to provide adequate statistical power for the expected effect 
size of the construct relationships. 
 
3.2. Dependent Variables 
 
In the six studies of this research project, three dependent variables are used. 
These variables are affective evaluation, purchase intention, and word of mouth 
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(WOM) intentions. In the following, these variables are explained in detail. 
Furthermore, an emphasis is placed on disclosing the benefits as well as shortcomings 
of these measures. From this discussion it will become clear why the choice was made 
to focus on these constructs, and why they are not mutually exclusive.  
 
3.2.1. Affective Evaluation 
In the past, the majority of consumer and behavioral research in general, has 
been of a cognitive nature. That being said, advances in social cognition, cognitive 
psychology, neuropsychology, and social psychology have demonstrated that 
affective processes represent a powerful source of human motivation. Furthermore, it 
has been found that affective evaluations play a major role when it comes to 
information processing and choice (Shiv and Fedorikhin 1999). As a result of these 
developments, marketers have become increasingly interested in understanding the 
nature of affect and how affective response contributes to consumer decision making 
and consumer behavior at large. 
The significance of affect for consumer research was initially pointed out by 
leading researchers such as Bettman (1993), Hoch and Loewenstein (1991), and 
Holbrook and Hirschman (1982). Since then, the construct of affect has been widely 
adopted and applied throughout the marketing literature. For example, consumer 
affect has been used as a pivotal construct in research on consumer satisfaction 
(Oliver 1993; Smith and Bolton 2002), branding (Brakus, Schmitt and Zarantonello 
2009; Thomson, MacInnis and Whan Park 2005;), and advertising (Batra and 
Stayman 1990; Edell and Burke 1987; Russell 2002).  
Affect has become a central construct in research relating to consumer 
behavior.  Here, research has provided both theoretical (Hoch and Loewenstein 1991; 
Loewenstein 1996; Shiv and Fedorikhin 1999) and empirical evidence as to how 
consumer choice is influenced by affect (Friedman and Förster 2010; Luce, Payne, 
and Bettman 1999; Peracchio and Tybout 1996; Wilcox, Roggeveen, and Grewal 
2011). In summary, affect has been shown to be instrumental in developing an 
understanding of how consumers evaluate their options (Shu and Peck 2011). The 
concept of affect, and in general the notion of evaluating by feeling is closely related 
to ‘feelings-as-information’ theories (Schwarz and Clore 1983) and the affect 
heuristic (Finucane et al. 2000).  
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In looking more closely at how the evaluative process takes place, it is 
suggested that two types of processes take place when an individual is exposed to an 
instance (Berkowitz 1993). Initially, information relating to the instance is subjected 
to a simple and automatic associative process. This takes place before cognitive 
processes commence, guiding judgment and information processing (Berkowitz 1993; 
Zajonc 1998; Shiv and Fedorikhin 1999). The resulting affective evaluation, which 
occurs very quickly, activates lower-order affective reactions and action tendencies. 
These are created on the basis of a swift analysis of the affective significance of the 
instance (Ullman 1984). 
 In this respect, research demonstrates that affectively charged stimuli have the 
potential to influence startle reflexes (Lang 1995), and immediate approach-avoidance 
tendencies (Chen and Bargh 1999).  After the affective process has taken place, 
information relating to the instance is cognitively processed in a more controlled and 
deliberate manner. The result of this processing subsequently serves to mediate action 
tendencies arising from the automatic affective reactions (Chen and Bargh 1999). 
This model is further supported by research conducted by Epstein (1993), 
Leventhal (1984, 1993), and Zajonc (1980). For example, Epstein’s Cognitive-
Experiential Self Theory proposes, that at any given time, two conceptual systems are 
operating. On the one hand is the experiential system, which is linked to rapid and 
low level processing, due to its affective nature. On the other hand, is the rational 
system, which is linked to more deliberate, higher-level processing, due to its 
cognitive nature.  
In a similar vein, Leventhal (1984) proposes that there are two different ways 
in which affective reactions can be triggered.  The first is the “innate” route, which is 
accompanied by sensory-motor processes which in turn lead to partially formed and 
primitive affective reactions. The second is the memory route, which is based on 
schematic and conceptual processing. Further support for this notion is provided by 
both Hoch and Loewenstein (1991) and Zajonc (1980), demonstrating that affective 
reactions are relatively automatic, and do not involve higher order cognitive 
processes. In particular, Zajonc (1991) claims that affect occurs automatically, 
without any extensive cognitive and perceptual processes.  
Relating to consumer behavior, Hoch and Loewenstein (1991) propose that the 
affective feelings of desire occur with a minimum conscious deliberation. This is a 
distinctive feature of automatic behavior which occurs prior to any cognition (Hoch 
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and Loewenstein 1991). However, in contrast to theories presented by Zajonc (1980) 
and Hoch and Loewenstein (1991), who maintain that affect always precedes 
cognition, Berkowitz (1993) argues that controlled affective evaluations are also 
developed after higher order cognitive processing has taken place.  
This theory relating to post-cognitive affective reactions is also supported by 
recent research in the field of neuropsychology (Lang 1995; LeDoux 1987, 1995, 
1996). It has been found that exposure to a stimulus, leads to a number of events 
within the brain. The first being, low-level processing, which predominantly takes 
place in the limbic systems of the brain. This occurs almost instantaneously and gives 
rise to low-level affective reactions. Next, higher-level cognitive processing 
commences, involving the cortical systems of the brain. The cortical system as such, 
is responsible for thinking, reasoning and consciousness (LeDoux 1996), and is used 
to support or contradict the low-level processions, leading to a stronger or weaker 
reaction. Finally, high-level affective processing takes place, which is developed on 
the basis of the high-level cognitive processing (LeDoux 1996). 
Furthermore, research in this area exemplifies the strong relationship between 
affect and motivation. Studies show that the mesolimbic dopamine system, the 
amygdala and the nucleus accumbens play a pivotal role in developing affective and 
motivational responses (Berridge 1996).  Research utilizing neuro-imaging has also 
provided insights into the activation of the above mentioned systems in response to 
incentive stimuli, including drugs, money, beverages, and facial expressions (Berns et 
al. 2001; Critchley et al. 2000; Knutson et al. 2001; Whalen et al. 1998).  
These findings from the domain of neuropsychology are further supported by 
advancements in the field of biopsychology. Whilst customary theories of motivation 
advocated that approach behavior toward stimuli with affective value was driven by 
need states (Hull 1951), contemporary bio-psychological research suggests that such 
behavior is predominantly determined by the stimulus incentive value. In this context, 
stimulus incentive value refers to whether the stimulus leads to a positive or negative 
affective evaluation, which in turn promotes an approach or avoidance motivation. In 
summary, affect and motivation are included in the same explanatory framework, and 
are no longer seen as disparate (Toates 1986).  
Due to the strong influence that affect has on the individual’s motivation, as 
well as choice behavior, it has been selected as a dependent variable in this research. 
My measure of affective evaluation of an object is based on the PANAS scale 
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(Watson, Clark, and Tellegen 1988), as was developed by Wilcox et al. (2011). Whilst 
it is important to understand the role of affect, with regards to how it influences both 
motivation and choice, it is also of importance to investigate to what extent affect 
translates to behavioral intentions. In order to do so, a second dependent variable has 
been introduced to this research, which is purchase intention. 
 
3.2.2. Purchase Intention 
In general, consumers' self-reported purchase intentions have been used 
extensively in both academia and industry. This is due to the fact that they are easy-
to-collect proxies of behavior (Chandran and Morwitz 2005; Schlosser 2003). From 
an applied perspective, purchase intention data in particular, is commonly used by 
marketing managers to explore customer sentiment towards new or existing products 
and services. In the context of new products and services, measures of purchase 
intentions are collected, to assist managers in determining worthwhile pursuits 
(Jamieson and Bass 1989; Morwitz, Steckel, and Gupta 2007; Sewall 1981; Silk and 
Urban 1978; Urban, Weinberg, and Hauser 1996; Urban and Hauser 2004). 
Furthermore, purchase intention data is commonly used to pretest campaigns 
and evaluate proposed promotions (Bird and Ehrenberg 1966; Chandon, Morwitz, and 
Reinartz 2005; Morwitz, Johnson, and Schmittlein 1993). The base assumption 
concerning purchase intention scales is that purchase intentions are predictive of 
subsequent purchases, which has become central to many theoretical consumer 
behavior models. Theoretical support for this notion is found in models relating to 
attitudes and behavior, from the field of social psychology.  
In this instance, Fishbein and Ajzen (1975) argue that an individual’s intention 
to perform a behavior is a key construct, and represents "the best single predictor of 
an individual's actual behavior" (Fishbein and Ajzen 1975, p. 369).  This is in line 
with research by Bagozzi (1983), who states that “intentions constitute a willful state 
of choice where one makes a self-implicated statement as to a future course of action” 
Bagozzi (1983, p. 145). In this context, Warshaw (1980) points out that, in most 
formal consumer behavior models, purchase intention is conceptualized as an 
intervening variable on the relationship between attitude and choice. 
Turning to the empirical evidence, most studies report a significant and 
positive relationship between purchase intention and behavior (Bemmaor 
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1995; Clawson 1971; Ferber and Piskie 1965; Granbois and Summers 1975; Morwitz 
et al. 2007; Newberry et al. 2003; Taylor et al. 1975). That being said, the strength of 
this relationship varies somewhat between studies and it has been repeatedly 
demonstrated that consumers' self-reported purchase intentions do not necessarily 
translate to actual purchase behavior.  
A meta-analysis of 87 behaviors conducted by Sheppard, Hartwick, and 
Warshaw (1988), provides interesting insights, showing that the frequency-weighted 
average correlation between intentions and behavior is 0.53. Furthermore it was found 
that there is considerable variation between measures of intentions and types of 
behavior (Morwitz 2001). In order to improve the accuracy of forecasts concerning 
purchase behavior, derived from purchase intention scores, a number of alternative 
models and scales have been developed (Reichheld 2003; Wansink and Ray 2000), 
which furthered the  development of models that account for a raft of factors. 
These models have attempted to account for factors including shifts in 
intentions during the time period between survey and the behavior, measurement 
biases, differences between customers, and the non-linear nature of the relationship 
between intentions and behavior (Bemmaor 1995; Hsiao, Sun, and Morwitz 2002; 
Juster 1966; Kalwani and Silk 1982; Manski 1990; Mittal and Kamakura 2001; 
Morrison 1979). Conceptually, these models adjust purchase intention scores to 
account for the variance between intention and behavior. A good example of this is 
the ACNielsen BASES model, which forecasts purchase behavior by applying 
conversion rates to purchase intention scores (Morwitz 2001). These conversion rates 
are based on previous studies that measured the purchase intentions of consumers and 
then tracked their actual purchases. 
Having acknowledged the shortcomings of purchase intention measures, it 
remains to be said that research has very consistently demonstrated that consumers 
who report that they intend to purchase are far more likely to purchase than 
consumers who report no intention to purchase. Essentially, while purchase intention 
cannot be viewed equivalent to an actual sale, measuring purchase intention has 
proved to be a strong and useful predictor of sales (Chandon, Morwitz, and Reinartz 
2004; Jamieson and Bass 1989). As the intention of this study is not to forecast 
demand, but to compare customer sentiment towards different service providers, the 
shortcomings of purchase intention, are not of relevance to this study. Hence, 
purchase intention was used as a measure of behavioral intention in this research. In 
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order to make sure that behavioral intention were being captured adequately, and to 
not solely rely on purchase intentions as the proxy, word of mouth intentions were 
also assessed. 
 
3.2.3. Word-of-Mouth Intention 
The final dependent variable is word-of-mouth (WOM) intentions. The vast 
majority of marketing agrees that WOM communications are one of the most potent 
forces in the marketplace (Bansal and Voyer 2000; van Hoye and Lievens 2009). In 
the marketing context, WOM communications are defined as “informal 
communications directed at other consumers about the ownership, usage, or 
characteristics of particular goods and services and/or their sellers” (Westbrook 1987, 
p. 261).  
Research has demonstrated that WOM is highly persuasive, making it extremely 
effective (Godes and Mayzlin 2009; Trusov, Bucklin, and Pauwels 2009). It is 
proposed that the effectiveness of WOM is based on consumers’ frequent reliance on 
informal and personal communication in the course of making purchase decisions. 
The credibility of WOM communications is due to the fact that the communicator of 
the information usually does not have anything to gain from the receiver’s subsequent 
actions (Herr, Kardes, and Kim 1991; Cheema and Kaikati 2010). 
The first research on the effectiveness of WOM communications was conducted 
by Katz and Lazarsfeld (1955), using a survey based methodology. Since then over 70 
marketing studies have been conducted, the majority of which have used self-report 
measures in surveys (Godes and Mayzlin 2004; Money, Gilly, and Graham 1998). 
Overall, researchers have sought to explore different people’s motivations to spread 
WOM, the conditions which influence the probability that consumers will rely on 
others' opinions whilst making a purchase decision, and finally the deviation in 
strength of people's influence on their peers in WOM communications (Trusov et al. 
2009).  
Empirical studies have shown that customers are particularly likely to rely on 
WOM communications in the service context. This is due to the experiential nature 
and intangibility of services (Murray 1991; Zeithaml et al. 1993; De Matos 2008). 
Furthermore, the importance of WOM in shaping expectations of a service is 
emphasized (Zeithaml and Bitner 2003). Due to the above mentioned perception that 
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WOM communications are unbiased, they are seen as a particularly valuable and 
important source of information when it comes to services which are difficult to 
evaluate.  
As a result, WOM communications are considered to be particularly important 
within the services purchase decision context (Bansal and Voyer 2000). Finally, it has 
been found that customers who were acquired through WOM add more long-term 
value to the firm compared to customers who were acquired through traditional 
marketing efforts (Villanueva, Yoo, and Hanssens 2008). In summary, the above 
information provides a solid case for using WOM intentions as a dependent variable 
in my research. 
 
3.3. Manipulating Psychological Distance 
 
Due to the experimental nature of this work, and as touched on earlier, two 
methods of manipulating psychological distance are used in this research. These 
methods are by means of a paper prime, as well as by means of manipulating 
perceived temporal distance. Paper primes are extensively used and represent a very 
effective way of manipulating construal level within laboratory settings. However, 
varying temporal distance provides a more ecologically valid way of altering 
construal level. In the following both methods are discussed in detail. 
 
3.3.1. Paper Priming of Construal Level 
Several studies have successfully used paper based primes to shift individuals’ 
construal level. Conceptually, these primes work by encouraging individuals to think 
about an instance in a more detailed (low level construal) or a more comprehensive 
(high-level) fashion (Freitas et al. 2004; Fujita et al. 2006). The method chosen for 
this research was developed by Fujita et al. (2006). Here, participants are instructed to 
complete an exercise in which they are asked to generate superordinate category 
labels or subordinate exemplars for a variety of common objects. This method relies 
on the realization that any instance can be assimilated into more abstract or concrete 
categories. For example, a dog can be more abstractly categorized as a mammal, or 
more concretely categorized as a poodle (Rosch 1978).  
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The actual mechanism, by which construal level is primed, is based on 
research conducted by Liberman et al. (2002).  Here, it was found that high-level 
construals are cognitively associated with superordinate categorization. As a result, 
superordinate categorization triggers a tendency to construe at high levels. In contrast, 
low-level construals are cognitively associated with subordinate categorization. 
Again, this means that subordinate categorization activates a propensity to construe at 
low-levels (Liberman et al. 2002).  
In detail, participants are presented with 40 words, such as ‘singer’, ‘king’, 
‘pasta’, ‘bag’, and ‘soap’. Those in a high-level construal are instructed to generate 
superordinate category labels by answering the question, “___is an example of what?” 
Those in the category condition were instructed to generate subordinate exemplars by 
answering the question, “An example of___ is what?” As mentioned earlier, this 
method of priming construal level requires very little explanation, and is in many 
ways, simpler than the method developed by Freitas et al. (2004). 
 Whilst this method has proven to be effective, it remains somewhat 
questionable to what degree such a manipulation has practical relevance in the field. 
Giving prospective customers of a service a survey with a paper based prime to fill 
out, prior to service consumption, in order to shift their construal level may well result 
in negative service outcomes. For this reason, it is also necessary to prime construal 
level in ways that have greater external validity in a service consumption context. A 
common and effective method in this context is the priming of construal level by 
varying perceived temporal distance. 
 
3.3.2. Temporal Distance Priming of Construal Level 
Research demonstrates that events perceived to be in the near future are 
associated with a low-level mindset, whilst events perceived to be in the distant 
future, are associated with a high-level mindset (Liberman et al. 2002; Liberman and 
Trope 1998; Trope and Liberman 2003). According to this research people’s tendency 
to construe near future events concretely and distant future events abstractly, evolved 
as a generalized heuristic, due to the different ways in which people typically react to 
near and distant future situations. 
From a cognitive perspective, it has been found that the subconscious 
association between temporal distance and level of construal is over-generalized 
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(Trope and Liberman 2003). The result of this overgeneralization is that individuals 
tend to construe in more abstract ways when thinking about distant future events and 
in more concrete ways when thinking about near future events, despite the fact that 
the information provided about the near future and distant future events is identical.  
Ample support for this notion has been found throughout a series of studies 
(Liberman and Trope 1998; Nussbaum et al. 2003). For example, in one study 
participants were asked to imagine themselves participating in a number of activities, 
ranging from reading a science fiction book to taking an exam (Liberman and Trope 
1998). Furthermore, they were asked to imagine that they were going to engage in this 
activity either “tomorrow” or “next year.” Upon being asked to describe the activity, 
it was found that participants described the activity in a more abstract, high level 
manner when the activity was to take place in the distant future. In contrast, 
participants described activities in a more concrete, low-level manner when they the 
activity was to take place in the near future.  
Since these early conceptualizations, it has furthermore been found that 
temporal distance also has an effect on the way that individuals categorize objects and 
events. For example, Nussbaum et al. (2003), asked participants to imagine an event, 
such as a camping trip or yard sale, which would take place on the following weekend 
or in a few months. Subsequently, participants were asked to classify a number of 
objects relating to the event, such as a tent, toothbrush, flashlight, etc., into as many 
mutually exclusive and exhaustive categories as they thought were needed. The 
number of categories the participants created to classify the objects was used as the 
dependent variable.  
The results of the study demonstrated that individuals use fewer, broader 
categories when they think that an event will take place in the distant future. In a 
similar vein, individuals use a greater number of more refined categories when they 
think the same event will take place in the near future. Relating this back to the 
research question at hand, this suggests that individuals will categorize more broadly 
when they think that they will be consuming a service in the distant future, than if 
they think they will be consuming the same service in the near future.  
In summary, this chapter has outlined the five laboratory and one field study 
which were conducted in the scope of this research. Furthermore, an overview has 
been provided of the dependent variables which were used throughout the studies and 
their selection has been justified. Finally, an understanding of the two ways of 
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priming construal level, central to this thesis, has been developed. These are by means 
of paper priming as well as through varying perceived temporal distance. In the 
following, a chapter is dedicated to presenting the research methodology and findings 
of each of the six studies. An in-depth discussion of all of the study’s findings is 
presented in Chapter 10. 
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CHAPTER 4: STUDY 1 
 
Study 1 tests the first hypothesis that consumers react differently to a 
culturally novel (congruent) service provider, depending on their level of OTE. In 
Study 1, a Japanese cooking course scenario is used, providing a setting in which a 
consumer is taught a cultural art form. The website of the cooking course is an 
adaptation of an existing cooking course offering. The dependent variables used are 
affective evaluation and purchase intention. 
 
4.1. Method 
 
We recruited 220 participants from an online panel compiled by Qualtrics 
(49% female, ages 18-87), who received financial compensation for their 
participation. Participants were selected to represent a cross section of the overall 
national population of Australia. Study 1 used a 2 (service provider novelty: 
congruent vs. novel) × 2 (OTE: high vs. low) between-subjects design. Participants 
read a scenario about their plans to find and sign up for a Japanese cooking class. 
They were shown a website describing a Japanese cooking class. Participants were 
assigned randomly to one of the two experimental conditions.  
Depending on the condition participants were assigned to, they either saw 
culturally novel French chef of Japanese cuisine Jean-Claude Dubois or a culturally 
congruent service Japanese chef of Japanese cuisine Toshi Ishikawa. Refer to 
Appendix A for an overview of the stimuli used in Study 1. After seeing one of the 
two conditions, participants completed a variety of measures at their own pace. In 
order to achieve high external validity, a fictitious adaptation of an actual cooking 
school website was used.  
 
4.2. Measures 
 
Prior to being exposed to an experimental condition, participants completed an 
OTE measure, using 10 items drawn from the Big Five Inventory (BFI) (John, 
Donahue, and Kentle 1991). Each of the items was rated on a 5-point scale (as 
dictated by the scale design) ranging from very uncharacteristic to very characteristic, 
 66 
(M = 3.79, coefficient α = .80). To limit the possibility of demand effects, 
participants were required to complete the OTE scale before proceeding to the rest of 
the questionnaire. 
We measured consumers’ affective evaluation of the cooking course using a 
five item 7-point scale adapted from Wilcox et al. (2011) (M = 5.03, coefficient α = 
.91). Subsequently, we assessed consumers’ purchase intention of the cooking course 
using a three item 7-point scale adapted from Grewal et al. (1998) (M = 3.53, 
coefficient α = .96). Participants then rated how novel they thought it was that 
service provider was performing the service, on a three item 7-point scale adapted 
from Campbell and Goodstein (2001) (M = 4.24, coefficient α = .81).  Items for each 
scale were averaged to provide an overall score for each construct. Finally, 
participants were asked to provide a number of demographic details relating to age, 
gender, and ethnicity. A detailed overview of all scales is provided in Appendix G. 
Items for each scale were averaged to provide an overall score for each construct.  
 
4.3. Results 
 
A manipulation check for the perceived cultural novelty of the service 
provider was conducted. The analysis showed a significant main effect of service 
provider novelty, F(1, 219) = 58.80, p < .001. As predicted, Japanese looking Toshi 
Ishikawa was perceived as a congruent Japanese cooking class teacher (M = 4.49). In 
contrast, French looking Jean-Claude Dubois was perceived as a novel Japanese 
cooking class teacher (M = 3.28). These results indicated that the manipulation was 
successful.  
Consequently, we conducted an analysis of variance (ANOVA) on the 2 
(service provider novelty: congruent vs. novel) × 2 (OTE: high vs. low) study, with 
affective evaluation as the dependent variable. We classified the groups into high and 
low level OTE using a median split of the participants’ average OTE scores. As 
anticipated, the main effects of service provider (F(1, 219) = 2.54, p > .10), and OTE 
(F(1, 219) = 0.77, p > .30) were not significant.  
In line with Hypothesis 1, the two-way interaction between service provider 
novelty and OTE was significant (F(1, 219) = 12.95, p < .001). Consumers who were 
high in OTE had a higher affective evaluation of a service with a culturally novel 
 67 
service provider (M = 5.08) than a service with a culturally congruent service provider 
(M = 4.81). In contrast, consumers who were low in OTE had a higher affective 
evaluation of a service with a culturally congruent service provider (M = 5.41) than of 
a service with a culturally novel service provider (M = 4.71). 
We also conducted a similar ANOVA with purchase intention as the 
dependent variable. The main effects of service provider novelty (F(1, 219) = 0.04, p 
> .80) and O/TE (F(1, 219) = 0.61, p > .40) were once again not significant. Most 
importantly, the predicted two-way interaction between service provider novelty and 
OTE was again significant (F(1, 219) = 14.06, p < .001), indicating that consumers 
higher in OTE had a higher purchase intention of a service with a culturally novel 
service provider (M = 3.81) than of a service with a culturally congruent service 
provider (M = 3.04). In contrast, consumers lower in OTE had a higher purchase 
intention of a service with a culturally congruent service provider (M = 3.93) than of a 
service with a culturally novel service provider (M = 3.24).  
These results support the proposed effect of OTE on the relationship between 
perceived service provider novelty and consumers’ affective evaluation/ purchase 
intention. For a detailed overview of the statistical results of this study refer to 
Appendix I. In summary, the results fully support Hypothesis 1 and are graphically 
represented below.  
 
 
Figure 5: Effect of Service Provider Novelty on Affective Evaluation and Purchase 
Intention, Moderated by OTE, in Study 1. 
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4.4. Discussion 
 
Study 1 results provide preliminary support for the hypothesis that OTE 
moderates the effect that cultural novelty of a service provider has on consumers’ 
purchase intention as well as affective evaluation. Specifically, the results 
demonstrate that consumers high in OTE prefer culturally novel service providers, 
whilst consumers low in OTE prefer culturally congruent providers. The next step is 
to test the generalizability and validity of these results. To do so, a different service 
setting to Study 1 was selected, and services providers of different cultural 
backgrounds were selected for Study 2.  
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CHAPTER 5: STUDY 2 
 
Study 2 builds and extends on Study 1, and is designed to demonstrate that the 
moderating effect of OTE on consumer evaluations, predicted in Hypothesis 1, holds 
true across service settings. Furthermore, the intention is to provide evidence that the 
effect is not an artifact of intergroup dynamics and is independent of the cultural 
background of the provider. Hence the service setting in Study 2 is a Spanish/ 
Mandarin language course, which is respectively taught either by a teacher of Spanish 
or Chinese looks. 
 
5.1. Method 
 
For Study 2, 179 participants from an online panel compiled by Qualtrics were 
recruited (59% female, ages 18-77), and received financial compensation for their 
participation. As in Study 1, Study 2 participants were a representative selection of 
the overall national Australian population. Study 2 used a 2 (Language course: 
Spanish vs. Mandarin) × 2 (Service provider novelty: congruent vs. novel) × 2 (OTE: 
high vs. low) between-subjects design. Participants read a scenario about their plans 
to travel to Spain/ China for an extended holiday, and that they would like to learn 
Spanish/ Mandarin before they go. They were shown a website describing a Spanish/ 
Mandarin course. Participants were assigned randomly to one of the four experimental 
conditions.  
Depending on the condition participants were assigned to, they either saw a 
culturally novel Spanish/ Mandarin language teacher (Mei-Xin Wang/ Maria Castilla) 
or a culturally congruent Spanish/ Mandarin language teacher (Maria Castilla / Mei-
Xin Wang). Refer to Appendix B for an overview of the stimuli used in Study 2. 
After seeing one of the four conditions, participants completed the same 
measures as in Study 1. The two service scenarios, Mandarin and Spanish language 
courses, were chosen with the intention to exclude the alternate explanation of 
consumer prejudice toward one particular nation and/or nationality by the exclusively 
Australian panelists. By specifying the cultural background of the panelists, 
intercultural biases could be eliminated as an alternative explanation of the effect. In 
order to achieve high external validity, fictitious adaptations of actual language school 
websites were used.  
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5.2. Measures 
 
As in Study 1, participants completed the same measure of OTE (M = 3.79, 
coefficient α = .80), purchase intention (M = 3.75, coefficient α = .96), affective 
evaluation (M = 4.63, coefficient α = .94), and service provider novelty (M = 3.92, 
coefficient α = .79). For each measure, all items were averaged to provide an overall 
construct score. Finally, participants provided their demographic details. 
 
5.3. Results 
 
Initially, a manipulation check for the perceived cultural novelty of the service 
provider was conducted. The analysis showed a significant main effect of service 
provider novelty, F(1, 171) = 67.69, p < .001. As predicted, Spanish looking Maria 
Castilla was perceived as a more congruent Spanish teacher (M = 4.35) in the Spanish 
language course scenario, however as a more novel Mandarin teacher (M = 3.86) in 
the Mandarin language course scenario. In contrast, Chinese looking Mei-Xin Wang 
was perceived as a more congruent Mandarin teacher (M = 4.74) in the Mandarin 
language course scenario, but a more novel Spanish teacher (M = 2.75) in the Spanish 
language course scenario. These results indicated that the manipulation was 
successful.  
A analysis of variance (ANOVA) was conducted on the 2 (Language course: 
Spanish vs. Mandarin) × 2 (Service provider novelty: congruent vs. novel) × 2 (OTE: 
high vs. low) design, with affective evaluation as the dependent variable. We 
classified the groups into high and low level OTE using a median split of the 
participants’ average OTE scores. As anticipated, the main effects of language course 
(F(1, 171) = 1.06, p > .30) and service provider novelty (F(1, 171) = .08, p > .70) 
were not significant. Interestingly, the main effect of OTE was significant (F(1, 171) 
= 4.42, p < .05), indicating that participants low in OTE had a higher affective 
evaluation of a language course (M = 4.79), than those high in OTE (M = 4.46). An 
explanation is that a conventional classroom based language course is less appealing 
to those high in OTE, who would prefer to learn the language in a more novel setting.  
Most importantly, and in-line with the first hypothesis, the predicted two-way 
interaction between service provider novelty and OTE was significant (F(1, 171) = 
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18.89, p < .001), indicating that consumers high in OTE had a higher affective 
evaluation of a service with a culturally novel service provider (M = 4.84) than a 
service with a culturally congruent service provider (M = 4.06). In contrast, 
consumers low in OTE had a higher affective evaluation of a service with a culturally 
congruent service provider (M = 5.14) than a service with a culturally novel service 
provider (M = 4.46). This pattern supports the proposed effect of OTE on the 
relationship between perceived cultural novelty of the service provider and 
consumers’ affective evaluation. The two-way interactions between OTE and 
language course (F(1, 171) = 2.20, p > .10), and between language course and service 
provider novelty (F(1, 171) = .03, p > .80) were not significant. The three-way 
interaction between language course, OTE, and service provider novelty was also not 
significant (F(1, 171) = .16, p > .60), showing that the results are generalizable across 
the two service settings. 
We also conducted an ANOVA with purchase intention as the dependent 
variable. As anticipated, the main effects of language course (F(1, 171) = 1.03, p > 
.30), service provider novelty (F(1, 171) = .08, p > .70), and OTE  (F(1, 171) = 2.03, p 
> .10) were not significant. The predicted two-way interaction between service 
provider novelty and OTE was marginally significant (F(1, 171) = 3.65, p = .058), 
consistent with the results for affective evaluation. Consumers high in OTE had a 
higher purchase intention for a service with a culturally novel service provider (M = 
3.83) than a service with a culturally congruent service provider (M = 3.42). In 
contrast, consumers low in OTE have a higher purchase intention for a service with a 
culturally congruent service provider (M = 4.27) than for a service with a culturally 
novel service provider (M = 3.71).  
The two-way interactions between OTE and language course (F(1, 171) = .29, 
p > .50), and between language course and service provider novelty  (F(1, 171) = .41, 
p > .50), were not significant. The three-way interaction between language course, 
OTE, and service provider novelty was also not significant (F(1, 171) = .04, p > .80). 
In summary, the results fully support Hypothesis 1. For a detailed overview of the 
statistical results of this study refer to Appendix J. The results of both ANOVAs are 
depicted below.  
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Figure 6: Effect of Service Provider Novelty on Affective Evaluation and Purchase 
Intention, Moderated by OTE, in Study 2. 
 
5.4. Discussion 
 
Study 2 results provide support for the hypothesis that OTE moderates the 
effect that service provider novelty of a service provider has on consumers’ affective 
response as well as purchase intention, and this effect is generalizable across service 
settings. Furthermore, it demonstrates that the effect is not a result, or subject to, 
intergroup dynamics. The next step in this research is to examine situational factors 
that can influence an individual’s perception of novelty, thus appealing to their 
novelty seeking or novelty avoiding personality.  
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CHAPTER 6: STUDY 3 
 
In line with my theorizing concerning the nature of services, we propose that 
perceived service complexity of the cultural service is a key boundary condition of the 
effect predicted in Hypothesis 1. To illustrate, for a relatively simple cultural service 
such as a beginners’ Italian Cooking course, consumers will not be sensitive to the 
cultural background of the service. This is due to the fact that they have no 
expectations that a provider should be Italian, because performing the service is not 
seen as complex or difficult. However, the more complex the service is, the more 
consumers will have expectations of the cultural background of the service provider. 
This prediction is outlined in Hypotheses 2a and 2b, and is tested in the following 
Study 3. That being said, it is conceivable that there are a raft of boundary conditions 
outside of the scope of this research, which is discussed in detail in Chapter 10. 
 
6.1. Method 
 
For Study 3, 377 participants from an online panel were recruited (51.2% 
female, ages 17-83), and received financial compensation for their participation. As in 
the previous study participants were selected in a manner which assures that they 
represent a representative sample of the overall national Australian population. Study 
3 used a 2 (Service Complexity: Simple vs. Complex) × 2 (Service provider novelty: 
congruent vs. novel) x 2 (OTE: high vs. low) between-subjects design. Participants 
read a scenario about their plans to attend either a beginners or advanced Italian 
cooking course, depending on which condition they were assigned to.  
They were shown a website describing a beginners/advanced Italian cooking 
course, which was taught by either an Italian (Matteo Vivetti) or a Afro-American 
(Henry Mackintosh) looking chef. Refer to Appendix C for a full overview of the 
stimuli used in Study 3. Participants were assigned randomly to one of the four 
experimental conditions. In order to achieve high external validity, fictitious 
adaptations of an actual Italian cooking course website were used.  
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6.2. Measures 
 
As in Study 1, participants completed the same measure of OTE (M = 3.19, 
coefficient α = .77), affective evaluation (M = 4.88, coefficient α = .91), and service 
provider novelty (M = 3.90, coefficient α = .78). Furthermore, participants 
completed a measure of complexity (M = 4.04, coefficient α = .89) designed to make 
sure that individuals perceived the beginners Italian cooking course to be less 
complex than the advanced Italian cooking course. For each measure, all items were 
averaged to provide an overall construct score. Finally, participants provided their 
demographic details. 
 
6.3. Results 
 
Initially, a manipulation check for the perceived cultural novelty of the service 
provider was conducted. The analysis showed a significant main effect of service 
provider novelty, F(1, 377) = 18.321, p < .001. As predicted, Italian looking Matteo 
Vivetti was perceived as a congruent Italian cooking course teacher (M = 4.14), 
whereas Afro-American looking Henry Mackintosh was perceived as a novel Italian 
cooking course teacher (M = 3.90). These results indicated that the manipulation of 
congruity was successful. Furthermore, we ran a manipulation check on perceived 
service complexity. As expected, analysis revealed a significant main effect of 
perceived complexity, F(1, 377) = 14.70, p < .001. In detail, the beginners Italian 
cooking course (M = 3.14) was perceived to be less complex than the advanced Italian 
cooking course (M = 4.25). 
An analysis of variance (ANOVA) was conducted on the 2 (Service 
Complexity: simple vs. complex) × 2 (Service provider novelty: congruent vs. novel) 
× 2 (OTE: high vs. low) design, with affective evaluation as the dependent variable. 
We classified the groups into high and low level OTE using a median split of the 
participants’ average OTE scores. As to be expected, the main effects of service 
complexity (F(1, 369) = .00, p > .90), and service provider novelty (F(1, 369) = .08, p 
> .70 were not significant. Interestingly, there was a significant main effect of OTE 
(F(1, 369) = 15.87, p < .001), indicating that individuals high in OTE had a higher 
affective evaluation of an Italian cooking course (M = 5.05) than those low in OTE 
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(M = 4.66). Conceptually this makes sense, as exploring a different culture’s cuisine 
is something which is more appealing to individuals seeking the novel and different.  
Furthermore, and as expected, the two way interactions between OTE and 
service complexity (F(1, 369) = 0.17, p > .80), OTE and service provider novelty 
(F(1, 369) = 1.98, p > .10), as well as service provider novelty and service complexity 
(F(1, 369) = 0.04, p > .80) were not significant. Most importantly, for this research, 
the three-way interaction between service provider novelty, service complexity, and 
OTE was significant (F(1, 369) = 4.15, p < .05). More precisely, when it came to a 
complex service, individuals reacted in the same way to a culturally congruent/novel 
service provider, as in the previous studies. Individuals high in OTE preferred the 
culturally novel service provider (M = 5.25) to a culturally congruent service provider 
(M = 4.87). In contrast, individuals low in OTE preferred a culturally congruent 
service provider (M = 4.80) to a culturally novel service provider (M = 4.51).   
However, consumers reacted very differently to a culturally novel/ congruent 
service provider when the service was perceived to be simple. Individuals high in 
OTE evaluated the culturally novel service provider (M = 5.01) as highly as they 
evaluated the culturally congruent service provider (M = 5.02). Similarly, individuals 
low in OTE evaluated the culturally congruent service provider (M = 4.63) as highly 
as they evaluated the culturally novel service provider (M = 4.70).  For a detailed 
overview of the statistical results of this study refer to Appendix K. The results are 
depicted below. 
 
 
Figure 7: Effect of Service Provider Novelty on Affective Evaluation, Moderated by 
OTE, for Simple and Complex services, in Study 3. 
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6.4. Discussion 
 
Study 3 was designed to explore one of the boundary conditions of the effect 
of OTE on consumers’ affective evaluation, being the complexity of the service. We 
found that consumers’ level of OTE only has a significant effect on consumers’ 
evaluation of a culturally novel/ normal service provider, when consuming complex 
services, compared to consuming simple services. When it comes to simple services, 
OTE no longer is a significant moderator. These findings are in line with Hypotheses 
2a and 2b. From here, the next question is whether there are situational factors, which 
have the propensity to alter the way in which consumers react to novelty, and thus a 
culturally novel service provider. In the following study we examine such a factor, 
being construal level. 
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CHAPTER 7: STUDY 4 
 
In Study 4 the objective is to determine whether construal level moderates 
consumers’ perception of novelty, as predicted in Hypotheses 3a and 3b. Specifically, 
we predict that consumers in an abstract mind-set focus their attention on similarities 
between the target (service provider) and the salient category (expectations of the 
service provider), thus decreasing their perceived amount of novelty. Consumers in a 
concrete construal experience the reverse of this effect. We expect that in an abstract 
mind-set, consumers who are low in OTE no longer react negatively to a culturally 
novel service provider. In contrast, in an abstract mind-set, consumers who are high in 
OTE no longer differentiate between a culturally novel service provider and a 
culturally congruent service provider. 
 
7.1. Method 
 
We recruited 551 participants from an online Qualtrics panel (52% female, 
ages 18-88), who received financial compensation for their participation. Participants 
were a representative selection of the overall national Australian population. In Study 
4 a 2 (service provider novelty: congruent vs. novel) × 2 (OTE: high vs. low) × 2 
(construal level: abstract vs. concrete) between-subjects design was used. Participants 
read a scenario about their plans to undergo acupuncture therapy, upon which they 
were searching for an acupuncture clinic online. Subsequently, they were shown a 
website describing an acupuncture clinic. Refer to Appendix D for a full overview of 
the stimuli used in Study 4. 
Depending on the condition participants were assigned to, they either saw a 
culturally novel acupuncturist (Peter Bennett) or a culturally congruent service 
provider (Jianguo Li). In order to achieve high external validity, an adaptation of an 
actual acupuncture clinic’s web site was used. Before seeing one of the two 
acupuncture clinic conditions, participants were randomly assigned to one of two 
construal mind-set conditions. Construal level was manipulated using the paper 
priming method developed by Fujita, et al. (2006), which has been shown to be 
robust. As described in an earlier discussion of this method, a paper prime is the 
method of choice for laboratory settings.  
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Participants were presented with a total of 40 nouns, identical to those used by 
Fujita et al. (2006), such as truck, whale, actor, and politician. Participants in the 
high-level construal condition were asked to come up with superordinate category 
labels by answering the question “(provided word) is an example of what?” In 
contrast, participants in the low-level construal level condition were asked to come up 
with subordinate exemplars by answering the question “An example of (provided 
word) is what?” For a detailed overview of this manipulation technique refer to 
Appendix H. 
 
7.2. Measures 
 
In order to assess whether the construal level prime was effective, participants 
were subsequently presented with eight single sentence descriptions of various 
situations, such as “skydiving,” in accordance with work by Fujita et al. (2006). Each 
situation was followed by two different ways of describing the situation. The two 
descriptions differed in that one referred to high-level, global motives in the situation, 
whilst the other specified a low-level, concrete action. For example, skydiving can be 
described at a high level as “demonstrating one’s daringness,” or at a low-level as 
“jumping out of an aircraft.” The participants were asked to select which of the two 
descriptions best labeled the provided original situation.  
Selection of the low-level construal items was coded as 0, whereas preference 
for the high-level construal items was coded as 1. These scores were then added up in 
order to establish an index of level of construal level ranging from 0 to 8. Here, higher 
scores were indicative of a higher level of construal. This manipulation check has 
been successfully applied by Fujita et al. (2006). 
As in the previous studies, participants completed the same measure of OTE 
(M = 3.24, coefficient α = .80), purchase intention (M = 3.70, coefficient α = .94), 
affective evaluation (M = 3.70, coefficient α = .91), and service provider novelty (M = 
4.78, coefficient α = .77). For each measure, all items were averaged to provide an 
overall construct score. Finally, participants provided their demographic details. 
7.3. Results 
 
To begin with, a manipulation check for the perceived cultural novelty of the 
service provider was conducted. The analysis showed a significant main effect of 
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service provider novelty, F(1, 549) = 7.17, p < .01. As anticipated, Jianguo Li, who 
looks as though he is of Chinese decent, was seen as a more congruent Acupuncturist 
(M = 4.64), than Peter Bennett (M = 4.43), who looks as though he is of white Anglo-
American decent. The manipulation check demonstrates the prime of service provider 
novelty was successful.  
Furthermore, we conducted a manipulation check to assess whether the 
construal level prime was successful. The analysis demonstrated a significant main 
effect of construal level, F(1, 549) = 13.54, p < .001, indicating that participants who 
were asked to generate superordinate category labels demonstrated a higher level of 
construal (M = 4.39) than those asked to come up with subordinate exemplars (M = 
3.86). 
An analysis of variance (ANOVA) was conducted on the 2 (service provider 
novelty: congruent vs. novel) × 2 (OTE: high vs. low) × 2 (construal level: abstract 
vs. concrete) design, with affective evaluation as the dependent variable. As in the 
previous studies the groups were classified into high and low level OTE using a 
median split of the participants’ average OTE scores. The main effects of construal 
level (F(1, 543) = .73, p > .30) and service provider novelty (F(1, 543) = .76, p > .30) 
were not significant. Interestingly, the main effect of OTE was significant, (F(1, 543) 
= 11.45, p < .01), indicating that participants high in OTE had a higher affective 
evaluation of acupuncture therapy (M = 4.09), than those low in OTE (M =3.80). An 
explanation is that individuals, who are higher in OTE, are more interested in trying 
out alternative medicine. 
Furthermore, the interactions between service provider novelty and construal 
level, (F(1, 543) = .68, p > .40), as well as between construal level and OTE (F(1, 
543) = .67, p > .40) were not significant. Incidentally, the interaction between service 
provider novelty and OTE was significant, (F(1,543) = 5.80, p < .05), which is 
however not of interest to this study. Finally, the three way interaction between 
service provider novelty, construal level, and OTE was significant, (F(1, 543) = 3.67, 
p < .05). The simple effects were tested, within each experimental condition, in order 
to explore the nature of this interaction, leading us to the most important findings of 
this study. 
When participants were primed to be in a low-level construal, the results 
demonstrated a significant interaction pattern, similar to that found in Study 1 and 
Study 2, (F(1, 268) = 8.85, p < .01). Consumers high in OTE had a higher affective 
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evaluation of the service with a culturally novel service provider (M = 4.38), than the 
service with a culturally congruent service provider (M = 3.80). However, consumers 
low in OTE had a higher affective evaluation of the service with a culturally 
congruent service provider (M = 3.85) than the service with a culturally novel service 
provider (M = 3.60). 
Intriguingly, and as theoretically predicted, when participants were primed to 
be in a high-level construal the interaction observed in the low-level construal 
condition was no longer significant (F(1, 275) = .11, p > .70), demonstrating the 
moderating effect of construal level. Consumers low in OTE had no significant 
preference for a culturally congruent service provider (M = 3.90) over a culturally 
novel provider (M = 3.87). Similarly, consumers high in OTE also had no significant 
preference for a culturally novel service provider (M = 4.11), over a culturally 
congruent provider (M = 4.07). For a detailed overview of the statistical results of this 
study refer to Appendix L. The results are graphically represented in Figure 8 below. 
 
 
Figure 8: Effect of Service Provider Novelty on Affective Evaluation, Moderated by 
OTE and Construal level, in Study 4. 
 
In addition, we conducted an ANOVA with purchase intention as the 
dependent variable. The main effects of construal level (F(1, 543) = .12, p > .70), 
service provider novelty (F(1, 543) = .06, p > .80), and OTE (F(1,543) = .76, p > .30) 
were not significant. Furthermore, the interactions between service provider novelty 
and construal level, (F(1, 543) = .09, p > .70), as well as between construal level and 
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OTE (F(1, 543) = .12, p > .70) were not significant. The interaction between service 
provider novelty and OTE was marginally significant, (F(1,543) = .5.80, p < .05), 
which is however not of central importance to this study, as it was not hypothesized. 
Importantly, the three way interaction between service provider novelty, construal 
level, and OTE was significant, (F(1, 543) = 3.67, p < .05).  
Testing of the simple effects revealed patterns very similar to those of the 
previous ANOVA conducted with affective evaluation as the DV. Participants primed 
to be in a low level construal, and were high in OTE had a higher purchase intention 
of the service with a culturally novel service provider (M = 3.94), than the service 
with a culturally congruent service provider (M = 3.50). In contrast consumers primed 
to be in a low level construal, and were low in OTE had a higher purchase intention of 
the service with a culturally congruent service provider (M = 3.80) than the service 
with a culturally novel service provider (M = 3.38). This interaction was significant 
(F(1, 268) = 7.73, p < .01).  
However, consumers primed to be in a high level construal, and were low in 
OTE demonstrated no significant preference for a culturally congruent service 
provider (M = 3.68) over a culturally novel provider (M = 3.66). Similarly, consumers 
primed to be in a high level construal, and were high in OTE had no preference for a 
culturally novel service provider (M = 3.68), over a culturally congruent provider (M 
= 3.77). This interaction was not significant (F(1, 275) = .03, p < .86). ). The results 
are graphically represented in Figure 9 below. 
 
 
Figure 9: Effect of Service Provider Novelty on Purchase Intention, Moderated by 
OTE and Construal level, in Study 4. 
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7.4. Discussion 
 
The results of Study 4 provide support for moderating effect of construal level, 
predicted in Hypotheses 3a and 3b. Consumers in a low level construal acted in a 
manner in line with the previous findings in Study 1. Study 2 and Study 3. However, 
we found that consumers in an abstract mind-set, low in OTE, no longer reacted 
negatively to a culturally novel service provider, compared to a culturally congruent 
service provider. In an abstract mind-set, consumers who are high in OTE no longer 
differentiated between a culturally novel service provider and a culturally congruent 
service provider. The next step is to assess whether the findings of Study 4 can be 
further substantiated by using a more ecologically valid manipulation of construal 
level, being perceived temporal distance. 
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CHAPTER 8: STUDY 5 
 
In Study 5, and similar to Study 4, we predict that construal level will have a 
moderating effect on the relationship between consumer evaluations and perceived 
cultural novelty of the service provider, in line with Hypotheses 3a and 3b. The key 
difference between Study 4 and Study 5 is however that temporal distance will be 
used to prime construal level.  In general, research has demonstrated that events 
perceived to be in the near future are associated with a low-level construal. In 
contrast, events perceived to be in the distant future, are associated with a high-level 
construal (Trope and Liberman 2010). 
The cognitive association between temporal distance and level of construal is 
overgeneralized. The result of this overgeneralization is that individuals tend to 
construe in more abstract ways when thinking about distant future events and in more 
concrete ways when thinking about near future events. This occurs despite the fact 
that the information provided about the near future and distant future events is 
identical.  
 
8.1. Method 
 
We recruited 480 participants from an online panel (51% female, ages 18-99), 
who received financial compensation for their participation. Participants were a 
representative selection of the overall national Australian population. In Study 5 a 2 
(service provider novelty: congruent vs. novel) × 2 (OTE: high vs. low) × 2 (construal 
level: abstract vs. concrete) between-subjects design was used. Participants read a 
scenario about their plans to have a Thai massage, upon which they were searching 
for a Thai massage parlor online. Subsequently, they were shown a website describing 
a Thai massage parlor. For a full overview of the stimuli used in this Study refer to 
Appendix E. 
Depending on the condition participants were assigned to, they either saw a 
culturally novel service provider (Thomas Magor), who was conceivable of Anglo-
American decent, or a culturally congruent service provider (Nattapong Thidarat), 
who was conceivably of Thai decent. In order to achieve high external validity, an 
adaptation of an actual Thai massage parlor web site was used. In addition, 
participants who were assigned to the high-level construal conditions were told that 
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they intended to have a massage in a month. Those in the low level construal 
condition, in contrast, were told that they intended to have a massage tomorrow. Such 
a manipulation for construal has been used successfully in a number of studies 
(Liberman et al. 2002, Milkman, Akinola, and Chugh 2012). 
 
8.2. Measures 
 
Participants completed the same measure as in the previous studies for OTE 
(M = 3.45, coefficient α = .78), affective evaluation (M = 3.70, coefficient α = .91), 
purchase intention (M = 3.39, coefficient α = .95) and perceived cultural performer 
novelty (M =4.28, coefficient α = .71). In addition, participants completed the same 
measure of construal level as in Study 4, in order to assess whether the construal level 
prime was effective, derived from work by Fujita et al. (2006). For each measure, all 
items were averaged to provide an overall construct score. Finally, participants 
provided their demographic details. 
 
8.3. Results 
 
To begin with, a manipulation check for the perceived cultural novelty of the 
service provider was conducted. The analysis showed a significant main effect of 
service provider novelty, F(1, 472) = 18.25, p < .001. As anticipated, Thai looking 
Nattapong Thidarat was seen as a more congruent Thai massage therapist (M = 4.09), 
than white American looking Thomas Magor (M = 4.39). The manipulation check 
demonstrates the prime of service provider novelty was successful.  
An analysis of variance (ANOVA) was conducted on the 2 (service provider 
novelty: congruent vs. novel) × 2 (OTE: high vs. low) × 2 (construal level: abstract 
vs. concrete) design, with affective evaluation as the dependent variable. As in the 
previous studies we classified the groups into high and low level OTE using a median 
split of the participants’ average OTE scores. Interestingly, buy not central to the 
research questions of this thesis, the main effects of construal level (F(1, 472) = 3.95, 
p < .05) was significant. Participants in a high level construal demonstrated a higher 
affective evaluation of the Thai massage therapy (M = 4.76), than participants in a 
low level construal (M = 4.56). Furthermore, the main effect of OTE was significant 
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(F(1, 472) = 6.27, p < .05), suggesting that participants high in OTE had a higher 
affective evaluation of Thai massage therapy (M = 4.78), than those low in OTE (M 
=4.50). The main effect of service provider novelty was not significant (F(1, 472) = 
1.39, p > .20) 
Furthermore, the interactions between service provider novelty and construal 
level, (F(1, 472) = 1.45, p > .20), as well as between construal level and OTE (F(1, 
472) = .03, p > .80) were not significant. As previously observed in Study 4, the 
interaction between service provider novelty and OTE was significant, (F(1,472) = 
4.90, p < .05). Finally, and importantly for this research, the three way interaction 
between service provider novelty, construal level, and OTE was significant, (F(1, 
472) = 4.10, p < .05). The simple effects were tested, within each experimental 
condition, in order to explore the nature of this interaction, leading us to the most 
important findings of this study. 
When participants were primed to be in a low-level construal, the results 
demonstrated a significant interaction pattern, similar to that found in the earlier 
studies, (F(1, 234) = 8.53, p < .01). Consumers high in OTE had a higher affective 
evaluation of the service with a culturally novel service provider (M = 4.91), than the 
service with a culturally congruent service provider (M = 4.42). However, consumers 
low in OTE had a higher affective evaluation of the service with a culturally 
congruent service provider (M = 4.60) than the service with a culturally novel service 
provider (M = 4.10). 
Further supporting the findings of Study 4, when participants were primed to 
be in a high-level construal the interaction observed in the low-level construal 
condition was no longer significant (F(1, 234) = .02, p > .89), demonstrating the 
moderating effect of construal level. Consumers low in OTE had no significant 
preference for a culturally congruent service provider (M = 4.47) over a culturally 
novel provider (M = 4.73). Similarly, consumers high in OTE also had no significant 
preference for a culturally novel service provider (M = 5.03), over a culturally 
congruent provider (M = 4.72). The results are depicted below. 
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Figure 10: Effect of Service Provider Novelty on Affective Evaluation, Moderated by 
OTE and Construal level, in Study 5. 
 
In addition, we conducted an ANOVA with purchase intention as the 
dependent variable. The main effects of construal level (F(1, 472) = 0.75, p > .30) and 
service provider novelty (F(1, 472) = 0.53, p > .40) were not significant. The main 
effect of OTE (F(1,472) = 2.97, p < .10) was marginally significant, indicating that  
participants high in OTE had a higher purchase intention of Thai massage therapy (M 
= 3.49), than those low in OTE (M = 3.25). Furthermore, the interactions between 
service provider novelty and construal level, (F(1, 472) = .18, p > .60), construal level 
and OTE (F(1, 472) = .01, p > .90), and service provider novelty and OTE (F(1, 472) 
= 2.33, p > .10) were not significant. Importantly, the three way interaction between 
service provider novelty, construal level, and OTE was significant, (F(1, 472) = 7.80, 
p < .01).  
Testing of the simple effects revealed patterns very similar to those of the 
previous ANOVA conducted with affective evaluation as the DV. Participants primed 
to be in a low-level construal, demonstrated a significant interaction pattern (F(1, 234) 
= 9.06, p < .01). Those high in OTE had a higher purchase intention of the service 
with a culturally novel service provider (M = 3.75), than the service with a culturally 
congruent service provider (M = 3.09). However, consumers low in OTE had a higher 
purchase intention of the service with a culturally congruent service provider (M = 
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3.44) than the service with a culturally novel service provider (M = 2.86).  
However, consumers primed to be in a high level construal, and were low in 
OTE demonstrated no significant preference for a culturally congruent service 
provider (M = 3.12) over a culturally novel provider (M = 3.47). Similarly, consumers 
primed to be in a high level construal, and were high in OTE had no preference for a 
culturally novel service provider (M = 3.52), over a culturally congruent provider (M 
= 3.54). The interaction was not significant (F(1, 238) = .82, p > .30). For a detailed 
overview of the statistical results of this study refer to Appendix M. The results are 
graphically represented below. 
 
 
Figure 11: Effect of Service Provider Novelty on Purchase Intention, Moderated by 
OTE and Construal level, in Study 5. 
 
8.4. Discussion 
 
The results of Study 5 provide support for moderating effect of construal level, 
initially demonstrated in Study 4 and predicted by Hypotheses 3a and 3b. Consumers 
in a low level construal acted in a manner in line with the findings of Study 1 and 
Study 2. However, we found that consumers in an abstract mind-set, low in OTE, no 
longer reacted negatively to a culturally novel service provider, compared to a 
culturally congruent service provider. In an abstract mind-set, consumers who are 
high in OTE no longer differentiated between a culturally novel service provider and 
a culturally congruent service provider. In summary, the studies provide ample 
 88 
support for the theoretically predicted relationships. Furthermore, they demonstrate an 
alternate way of manipulating construal level, being by means of temporal distance. 
The final step is to determine whether the findings of the studies so far can be 
replicated in a field study, confirming the external validity of this research. 
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CHAPTER 9: STUDY 6 
 
 The objective of Study 6 was to test the external validity of the previous 
findings, by conducting a field study. Participants were students enrolled in a 
language course at the Institute of Modern Languages at the University of 
Queensland, which was taught by either a culturally novel or a culturally congruent 
language teacher. In accordance with Hypotheses 3a and 3b, and the previous studies, 
we expect that in an abstract mind-set, consumers who are low in OTE, no longer 
react negatively to a culturally novel service provider, compared to when they are in a 
low level of construal. In contrast, in an abstract mind-set, consumers who are high in 
OTE, no longer differentiate between a culturally novel service provider and a 
culturally congruent service provider, compared to when they are in a low-level of 
construal.  
 
9.1. Method 
 
Participants in study 6 were 433 students (65% female, ages 14-79), from the 
Institute of Modern Languages, who went into the draw to win an iPad Air as 
compensation for their participation. The participants were recruited for the study in 
the summer semester of 2014 and the summer semester of 2015. It was necessary to 
run the study over this extended time period, to reach a sufficient number of student 
participants. To be clear, we did not take a longitudinal approach, but instead the 
drawn out nature of the study was to achieve a sufficiently large sample size. 
Participants were students attending one of 42 different language courses taught by 19 
different language school teachers. Of the language school teachers 10 were teaching 
a language course in line with their own cultural background (culturally congruent), 
whereas 9 were teaching a language not in line with their own cultural background 
(culturally novel). The courses were at different levels of proficiency, ranging from 
beginners courses (level 0) to advanced conversational courses (level 5). 
Participants were given a paper based survey during the first class of the 
course. The intention of conducting the survey in the first class was to capture their 
initial impression of the course and teacher, before they got to know the language 
teacher well. Students were asked whether they had previously taken a course with 
their current teacher, to rule out the potential confound of prior experience, which 
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would distort the initial impression. Furthermore, students where asked whether they 
had attended a language course before.  
In Study 6 a 2 (service provider novelty: congruent vs. novel) × 2 (OTE: high 
vs. low) × 2 (construal level: abstract vs. concrete) between-subjects design was used. 
Participants read a statement about their course and language school teacher, modeled 
on the language course description provided on the web site of the Institute of Modern 
Languages. The description included a picture of the teacher, as well as a short 
reference to their cultural background. Refer to Appendix F for a full overview of the 
stimuli used in Study 6. 
Prior to completing the survey, half of the participants were primed by using 
the same method as in Study 4, to be in a relatively abstract mind-set or concrete 
mind-set. After being exposed to one of the conditions, participants completed a 
variety of measures, identical to those used in the previous studies, and as outlined in 
the measures section, with the exception that instead of a purchase intention measure, 
a word of mouth (WOM) intention measure was included. The reason for this change 
was twofold. On the one hand, participants in the language course had already paid 
for the course in advance, thus making a purchase intention measure inappropriate. 
Secondly, it was of interest to determine whether WOM intentions are also affected as 
a measure of behavioral intent. 
 
9.2. Measures 
 
To assess the effectiveness of the construal level prime participants were 
presented with the same manipulation check of construal level as in the previous 
studies, created by Fujita et al. (2006). As outlined earlier, participants were also 
asked whether they had either attended a course with the current teacher before, or 
attended a language course in general before. 
As in earlier studies, participants completed the same measures of OTE (M = 
3.57, coefficient α = .76), as well as for service provider novelty (M = 5.42, 
coefficient α = .91). In addition they completed a four item 7-point scale measure of 
WOM  intention, adapted from work by Brueggen, Foubert, and Gremler (2011), in 
relation to the language course (M = 5.69, coefficient α = .92)  and in relation to the 
language teacher (M = 5.69, coefficient α = .93).  Participants also completed the 
previously used measure of affective evaluation, again both for the course (M = 5.84, 
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coefficient α = .94) as well as for the language teacher (M = 5.84, coefficient α = .95). 
For each measure, all items were averaged to provide an overall construct score. 
Finally, participants provided their demographic details. 
 
9.3. Results 
 
To begin with, a check for the perceived cultural novelty of the service 
provider was conducted. Interestingly, the check was not significant, even though the 
overall results of the study strongly suggest that participants were well aware of the 
cultural novelty/ congruity of the language teacher. Explanations for these phenomena 
are that participants were displaying a social desirability bias, particularly because 
they were surrounded by their fellow students as they filled out the survey, and the 
language teacher was still in the classroom. Furthermore, cognitive dissonance 
concerning the language course may also have distorted the perceived amount of 
cultural novelty/ congruity. The analysis showed an insignificant main effect of 
service provider novelty, F(1, 432) = 1.08, p > .30.  
An analysis of covariance (ANCOVA) was conducted on the 2 (service 
provider novelty: congruent vs. novel) × 2 (OTE: high vs. low) × 2 (construal level: 
abstract vs. concrete) design, with affective evaluation of the course as the dependent 
variable. As in the previous studies we classified the groups into high and low level 
OTE using a median split of the participants’ average OTE scores. In addition, we 
tested whether the potential confounds of whether participants had attended a course 
with the current language teacher before, or had attended a language course before in 
general were tested. Here, we found that only whether the participant had attended a 
course with the current language teacher had a significant effect (F(1, 432) = 9.12, p < 
.01, the effect of which was partialed out as a covariate in the analysis. 
The justification for selecting ANCOVA as the method of analysis, is that it 
makes it possible to evaluate whether population means of a dependent variable are 
equal across levels of a categorical independent variable, while statistically 
controlling for the effects of other continuous variables, that are not of primary 
interest. These variable are known as covariates (CV). In the case of this study, 
whether a student had attended a language course with the current teacher is such a 
covariate. From a mathematical perspective ANCOVA decomposes the variance in 
the DV into variance explained by the CV, variance explained by the categorical IV, 
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and residual variance. ANCOVA can be thought of as adjusting the DV by the group 
means of the CV. 
The main effects of construal level (F(1, 432) = 0.66, p > .40) and provider 
novelty (F(1, 432) = 0.67, p > .40) were not significant. The main effect of OTE was 
significant (F(1, 432) = 6.95, p < .01), suggesting that participants high in OTE had a 
higher affective evaluation of the language course (M = 6.04), than those low in OTE 
(M =5.50). This has also been observed in previous studies. 
Furthermore, the interactions between service provider novelty and construal 
level, (F(1, 432) = .01, p > .90), as well as between construal level and OTE (F(1, 
432) = .30, p > .50) were not significant. As previously observed in earlier studies, the 
interaction between service provider novelty and OTE was significant, (F(1,432) = 
7.90, p < .01). Finally, and importantly for this research, the three way interaction 
between service provider novelty, construal level, and OTE was significant, (F(1, 
432) = 4.10, p < .05). The simple effects were tested, within each experimental 
condition. 
Participants primed to be in a low-level construal, demonstrated a significant 
interaction pattern, supporting the finding of the earlier studies, (F(1, 216) = 12.61, p 
< .001). Consumers high in OTE had a higher affective evaluation of the service with 
a culturally novel service provider (M = 6.08), than the service with a culturally 
congruent service provider (M = 5.75). However, consumers low in OTE had a higher 
affective evaluation of the service with a culturally congruent service provider (M = 
5.99) than the service with a culturally novel service provider (M = 5.38). 
Supporting the findings of the earlier studies, when participants were primed 
to be in a high-level construal the interaction observed in the low-level construal 
condition was no longer significant (F(1, 216) = .24, p > .60), demonstrating the 
moderating effect of construal level. Consumers low in OTE had no significant 
preference for a culturally congruent service provider (M = 5.81) over a culturally 
novel provider (M = 5.63). Similarly, consumers high in OTE also had no significant 
preference for a culturally novel service provider (M = 6.00), over a culturally 
congruent provider (M = 6.06). For a detailed overview of the statistical results of this 
study refer to Appendix N. The results are graphically represented below. 
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Figure 12: Effect of Service Provider Novelty on Affective Evaluation of Course, 
Moderated by OTE and Construal level, in Study 6. 
 
Subsequently, we conducted an analysis of covariance (ANCOVA) on the 2 
(service provider novelty: congruent vs. novel) × 2 (OTE: high vs. low) × 2 (construal 
level: abstract vs. concrete) design, with affective evaluation of the teacher as the 
dependent variable. Again, we classified the groups into high and low level OTE 
using a median split of the participants’ average OTE scores. Again, we found that 
whether the participant had attended a course with the current language teacher had a 
marginally significant effect (F(1, 432) = 9.12, p < .10, and was partialed out as a 
covariate. 
The main effects of construal level (F(1, 432) = 0.78, p > .38) was not 
significant. The main effect of OTE was marginally significant (F(1, 432) = 6.95, p < 
.10), suggesting that participants high in OTE had a higher affective evaluation of the 
language course (M = 5.94), than those low in OTE (M =5.74). The main effect of 
provider novelty was significant (F(1, 432) = 5.09, p < .05). In detail participants gave 
providers a higher evaluation if they were culturally congruent (M =5.94) that if they 
were culturally novel (M =5.74).  
Furthermore, the interactions between service provider novelty and construal 
level, (F(1, 432) = .04, p > .80), as well as between construal level and OTE (F(1, 
432) = .93, p > .34) were not significant. As observed previously, the interaction 
between service provider novelty and OTE was significant (F(1,432) = 6.04, p < .05). 
The three way interaction between service provider novelty, construal level, and OTE 
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was significant, (F(1, 432) = 3.85, p < .05). The simple effects of this interaction were 
tested. 
Participants primed to be in a low-level construal, demonstrated a significant 
interaction pattern, (F(1, 216) = 9.91, p < .01). Consumers high in OTE had a higher 
affective evaluation of the service with a culturally novel service provider (M = 5.95), 
than the service with a culturally congruent service provider (M = 5.75). However, 
consumers low in OTE had a higher affective evaluation of the service with a 
culturally congruent service provider (M = 6.05) than the service with a culturally 
novel service provider (M = 5.38). 
That being said, participants primed to be in a high-level construal 
demonstrated a different behavior, leading to a not significant interaction (F(1, 216) = 
.13, p > .70), again demonstrating the moderating effect of construal level. Consumers 
low in OTE had no significant preference for a culturally congruent service provider 
(M = 5.83) over a culturally novel provider (M = 5.60). Similarly, consumers high in 
OTE also had no significant preference for a culturally novel service provider (M = 
5.95), over a culturally congruent provider (M = 6.10). The results are depicted below. 
 
Figure 13: Effect of Service Provider Novelty on Affective Evaluation of Teacher, 
Moderated by OTE and Construal level, in Study 6. 
 
After conducting the above analyses, both relating to affective evaluation, we 
conducted the same analyses with word of mouth intention. Firstly, we conducted an 
analysis of covariance (ANCOVA) on the 2 (service provider novelty: congruent vs. 
novel) × 2 (OTE: high vs. low) × 2 (construal level: abstract vs. concrete) design, with 
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word of mouth intention relating to the course as the dependent variable. We 
classified the groups into high and low level OTE using a median split of the 
participants’ average OTE scores.  
We found that whether the participant had attended a course with the current 
language teacher had a marginally significant effect (F(1, 432) = 2.61, p < .10, and 
was partialed out as a covariate. The main effects of construal level (F(1, 432) = 1.37, 
p > .24) and provider novelty (F(1, 432) = 0.01, p > .90) were not significant. The 
main effect of OTE was significant (F(1, 432) = 8.59, p < .01). Participants high in 
OTE had a higher WOM intention relating to the language course (M = 5.83), than 
those low in OTE (M =5.54).  
The interactions between service provider novelty and construal level, (F(1, 
432) = .01, p > .90), as well as between construal level and OTE (F(1, 432) = .54, p > 
.46) were not significant. Just like in the previous analyses, the interaction between 
service provider novelty and OTE was significant, (F(1,432) = 6.18, p < .05). The 
three way interaction between service provider novelty, construal level, and OTE was 
significant, (F(1, 432) = 5.75, p < .05). The simple effects of this interaction were 
tested. 
Participants primed to be in a low-level construal, demonstrated a significant 
interaction pattern, (F(1, 216) = 11.69, p < .001). Consumers high in OTE had a 
higher WOM intention relating to the course with a culturally novel service provider 
(M = 5.98), than the service with a culturally congruent service provider (M = 5.50). 
However, consumers low in OTE had a higher WOM intention relating to the course 
with a culturally congruent service provider (M = 5.77) than the service with a 
culturally novel service provider (M = 5.23). 
The interaction effect for participants primed to be in a high-level construal 
was not significant (F(1, 216) = .01, p > .95). Those low in OTE had no significant 
preference for a culturally congruent service provider (M = 5.57) over a culturally 
novel provider (M = 5.54). Similarly, consumers high in OTE also had no significant 
preference for a culturally novel service provider (M = 5.94), over a culturally 
congruent provider (M = 5.92). The results are graphically represented below. 
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Figure 14: Effect of Service Provider Novelty on WOM Intentions of Course, 
Moderated by OTE and Construal level, in Study 6. 
 
Finally, we conducted an analysis of covariance (ANCOVA) on the 2 (service 
provider novelty: congruent vs. novel) × 2 (OTE: high vs. low) × 2 (construal level: 
abstract vs. concrete) design, with word of mouth intention relating to the teacher as 
the dependent variable. We classified the groups into high and low level OTE using a 
median split of the participants’ average OTE scores.  
We found that whether the participant had attended a course with the current 
language teacher had a marginally significant effect (F(1, 432) = 3.96, p < .05, and 
was partialed out as a covariate. The main effects of construal level (F(1, 432) = 1.12, 
p > .29) and service provider novelty (F(1, 432) = 0.32, p > .57) were not significant. 
The main effect of OTE was significant (F(1, 432) = 9.60, p < .01). Participants high 
in OTE had a higher WOM intention relating to the language course (M = 5.83), than 
those low in OTE (M =5.52).  
The interactions between service provider novelty and construal level, (F(1, 
432) = .25, p > .60), as well as between construal level and OTE (F(1, 432) = 1.16, p 
> .20) were not significant. The interaction between service provider novelty and OTE 
was significant, (F(1,432) = 4.23, p < .05). The three way interaction between service 
provider novelty, construal level, and OTE was significant, (F(1, 432) = 7.21, p < 
.01). The simple effects of this interaction were tested. 
Participants primed to be in a low-level construal, demonstrated a significant 
interaction pattern, (F(1, 216) = 11.39, p < .001). Consumers high in OTE had a 
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higher WOM intention relating to the culturally novel teacher (M = 5.90), than the 
culturally congruent teacher (M = 5.56). However, consumers low in OTE had a 
higher WOM intention relating to the culturally congruent teacher (M = 5.84) than the 
culturally novel teacher (M = 5.18). 
The interaction effect for participants primed to be in a high-level construal 
was not significant (F(1, 216) = .18, p > .67). Those low in OTE had no significant 
preference for a culturally congruent service provider (M = 5.50) over a culturally 
novel provider (M = 5.53). Similarly, consumers high in OTE also had no significant 
preference for a culturally novel service provider (M = 5.89), over a culturally 
congruent provider (M = 6.00). The results are depicted below. 
 
Figure 15: Effect of Service Provider Novelty on WOM Intentions of Teacher, 
Moderated by OTE and Construal level, in Study 6. 
 
9.4. Discussion 
 
The results of Study 6 provide support for hypothesized moderating effect of 
construal level, initially demonstrated in earlier studies and as predicted in Hypothesis 
3a and 3b. Importantly, the results of this study demonstrate the external validity of 
the hypotheses. In summary, the findings of Study 4 through to Study 6 demonstrate 
the effect that OTE and construal level have on consumer evaluations of culturally 
novel and culturally congruent service providers, in a number of different service 
settings, culminating in this field study.  
Furthermore, the results demonstrate that the findings are generalizable across 
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a number of measures, now including WOM intention. Finally, Study 6 suggests that 
when it comes to the evaluation of a language course, consumers do not differentiate 
between the service and the service provider in their valuation. The service provider, 
and their cultural background, has a profound effect on how the customer evaluates 
the service in general. Table 2 below illustrates each study, the hypothesis tested in 
each study, and finally whether the hypotheses were supported or rejected by the 
study findings.  
 
Study Hypothesis Tested Service Setting Result 
Study 1 Hypothesis 1 Cooking Course Supported 
Study 2 Hypothesis 1 Language Course Supported 
Study 3 Hypothesis 1 
Hypothesis 2a and 2b 
Cooking Course Supported 
Supported 
Study 4 Hypothesis 1 
Hypothesis 3a and 3b 
Acupuncture 
Therapy 
Supported 
Supported 
Study 5 Hypothesis 1 
Hypothesis 3a and 3b 
Thai Massage Supported 
Supported 
Study 6 Hypothesis 1 
Hypothesis 3a and 3b 
Language Courses Supported 
Supported 
 
Table 2: Overview of Studies, Hypotheses Tested, and Results. 
 
In summary, all six studies showcased in this thesis supported the hypotheses 
they were designed to test. Even though there are a number of minor caveats, and 
interesting peripheral findings, in some of the studies, there is an overwhelmingly 
positive accumulation of evidence suggesting that the research proposal is sound. 
Having presented and discussed the empirical findings, we now turn to the conclusion 
and limitations section. 
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CHAPTER 10: CONCLUSION AND LIMITATIONS 
 
Modern technology has vastly accelerated the process of cultural exchange, by 
literally compressing time and space and connecting billions of people.  Now, we live 
in a world in which individuals of different cultures, ethnic backgrounds and 
nationalities can freely interact, exchange ideas and learn from one another. As a 
result, it is commonplace for people to learn and even master cultural art forms that 
are not native to their own background. However, whilst temporal and spatial 
boundaries between cultures have been broken down, the question is whether societal 
boundaries still exist. 
The central question here is; how do consumers react when the cultural 
backgrounds of an art form and its practitioner do not match? Surprisingly, even 
though this is a pressing question, considering our increasingly multicultural societies, 
it has not received any academic attention.  The implications of this research are 
thoroughly outlined and investigated in this dissertation. More specifically, the 
contributions of this research to the existing literature and theory are examined. This 
is followed by a discussion of the ramifications and potential applications of this 
research for practitioners. Finally, a number of limitations of this research are 
identified, which also provide areas for associated future research. 
 
10.1. Theoretical Implications 
 
In the following, the theoretical implications and contributions of this research 
are outlined. The theoretical implications are divided into a number of areas, in 
accordance with the contributions provided to each body of theory. For each body of 
theory, a short summary is provided, outlining the status quo of academic knowledge, 
followed by an explanation of how this research contributes and builds on the status 
quo. Beyond its contribution to closing a number of gaps in the literature, the findings 
of this research also provide further support for a number of existing theories. 
 
10.1.1. Culturally Novel Service Providers 
Arguably, most importantly, the present research is the first to explore this 
academically uncharted territory and is aimed at discovering how consumers react to 
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culturally novel service providers.  In the context of this research we focus on art 
forms that are native to one national culture. This is an important avenue of research 
as consumers experience cultural art forms on a frequent basis, particularly in 
multicultural societies. As a result it is imperative to develop an understanding of how 
consumers evaluate these cultural art forms, especially when provided by practitioners 
who do not share a cultural background with the service.  
By their very nature, these art forms are highly dependent on a human 
performer who has mastered the cultural art form. In this context, all cultural art forms 
can be classified as services, which the practitioner performs for the consumer. 
Importantly, for this research, the literature recognizes that evaluating services is not 
as straight-forward as evaluating products (Berry 1980; Shostack 1977). This is 
because, in comparison to products, services cannot be measured, inventoried, tested, 
and verified in advance of consumption to assure quality (Parasuraman, Zeithaml, and 
Berry 1985). Hence, consumers tend to evaluate services by making deductions from 
tangible signals in their service encounter environment (Bitner 1992; Shostack 1977).  
In line with this thesis, and as suggested by earlier research, consumers often 
have preconceived expectations of what the service environment should be like 
(Parasuraman, Zeithaml, and Berry 1985, 1988; Zeithaml, Berry, and Parasuraman 
1988, 1993). Expectations are based on a set of criteria that the consumer has created 
(Zeithaml et al. 1993; Parasuraman et al. 1985), and when selecting services, 
consumers compare their expectations with what the service is offering (Cadotte, 
Woodruff, and Jenkins 1987; Woodruff, Cadotte, and Jenkins 1983).  
This research provides support for the notion that, relative to simpler forms of 
experience services, cultural art forms are more abstract and intangible, making them 
difficult for consumers to develop expectations. For example, if a consumer has no 
real understanding of what to expect of a cultural service, evaluating the service 
becomes challenging. Confirming this notion, this research demonstrates that the 
more complex, abstract and intangible a cultural art form is, the more consumers rely 
on the tangible, peripheral cues in developing their expectations. In the case of 
cultural art forms, where the service is inextricably entwined with its human 
performer, the cultural background of the provider becomes a very central cue. To the 
author’s knowledge, this is the first piece of research to empirically examine the 
impact of perceived service complexity on consumer evaluations. 
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A central premise of this research, which is also supported by the empirical 
findings of this thesis, is that consumers perceive providers offering a cultural art 
form, which is not in line with their own cultural background, as novel. Over the 
years, much research has been conducted on novelty, and its potential to shade our 
perceptions, attitudes, and behaviors. In the context of this research, novelty is defined 
as an instance which is characterized by being complex, atypical, obscure, innovative, 
uncertain, and unexpected. When something is novel, it deviates from what is 
perceived as the norm, and is thus incongruent with our expectations (Berlyne 1960).  
Most closely related to this research, social psychologists have made a 
concerted effort to determine the factors which have an impact on whether an 
individual prefers an object or experience which is new, over one which is familiar 
(Bornstein 1989; Liberman et al. 1999; Zajonc 1968). Of greatest relevance to this 
research, consumer psychologists have explored how consumers’ attitudes and buying 
behavior towards a product can be influenced by framing it as novel and different 
(Bianchi 1998; Förster et al. 2010; Hekkert, Snelders, and van Wieringen 2003; 
Moreau, Lehmann, and Markman 2001; Urban and Hauser 1996). My research 
contributes to both of these bodies of literature, by demonstrating the effect of 
personality on novelty perception, as well as showing how situational factors can 
influence buying behavior of cultural services. 
Furthermore, it has been found that the characteristics of an experience also 
affect whether it is perceived to be novel or not (Förster et al. 2009). An experience 
that is similar to something we expect is perceived as familiar and congruent. In 
contrast, an experience which possesses many features that do not fit into any mental 
category is perceived as novel and different (Förster et al. 2009). This thesis provides 
both theoretical and empirical support for this relatively recent theory. This research 
also demonstrates that mental categorization plays a very important role when it 
comes to perception of novelty.  
This notion is supported by, and contributes to, research in cognitive 
psychology, suggesting that individuals categorize people, events, and natural objects 
by using schemas that capture correlational patterns in their everyday lives (Anderson 
2013; Komatsu 1992; Medin 1989; Porac and Thomas 1994; Rosch 1978; Smith 
1989; Smith and Medin 1981; Thagard 1992). The use of schemas has been 
discovered in a number of knowledge domains, and has been used to understand and 
explain many cognitive phenomena. The utility of schemas lies in their filtering 
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capacity, in that they enable people to efficiently organize and process the huge 
amount of information they are confronted with daily (Rosch 1975; Schneider 1973).  
Overall, this research is unprecedented in that it is the very first to explore 
how consumers react to culturally novel service providers. An understanding has now 
been developed with regards to what we refer to as cultural art forms and culturally 
novel service providers, within a services marketing context. This research thus 
contributes to developing a clear understanding of why cultural service providers, 
who are performing a cultural art form which is not in line with their own cultural 
background, are perceived as novel by consumers. Further, this research also provides 
support for theories that peripheral cues and expectations play a particularly important 
role when it comes to consumer evaluations of service environments, especially with 
increasing service complexity.  
 
10.1.2. Personality and Novelty Perception 
It is the contention of this research that a significant portion of the answer, as to 
whether a consumer reacts positively or negatively to a culturally novel service 
provider, lies in the consumer’s personality. The approach taken is that the 
consumer’s reaction depends on their level of OTE, one of the Big Five personality 
traits. This research demonstrates that a consumer relatively high in OTE prefers a 
culturally novel provider over a culturally normal provider. In contrast, a consumer 
relatively low in OTE prefers a culturally normal provider over a culturally novel 
service provider.  
The theory and psychological mechanism responsible for this response is that 
individuals who score highly in this dimension tend to have a vivid imagination, 
intellectual curiosity, unconventional attitudes, depth of feeling, intellectual curiosity, 
and behavioral flexibility (McCrae 1996; DeYoung et al. 2005). They are not only 
adventurous, in that they seek out new and different experiences, but are also bored by 
familiar experiences and stifled by routine (McCrae and Costa 1997). Finally, 
individuals who are more open actively seek opportunities to discover new things and 
experiences (Flynn 2005; McCrae 1987). 
Although environmental factors such as gender, culture, and upbringing have 
been found to marginally determine people’s OTE (Costa, Terracciano, and McCrae 
2001; McCrae et al. 2000), genetics is the main contributing factor. Of the Big Five 
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personality traits, OTE has also been found to be the trait which is genetically 
predetermined to the greatest extent. Whilst personality traits, and specifically OTE, 
have received extensive attention in the field of psychology, they have rarely been 
applied to explain phenomena in the field of consumer psychology and marketing. 
Surprisingly, there has been no research conducted to determine the effect of OTE on 
consumer behavior, making this the first piece of research to do so, to the author’s 
knowledge. 
A further objective of this research was to unmask the factors responsible for 
determining how an individual’s underlying personality is expressed. This is no easy 
task, as others have noted (e.g., Allport and Vernon 1930; Cervone 1991; Pervin 
1990). The findings of this research support the much debated, but increasingly 
accepted notion, that the most effective conceptualization of personality is achieved 
by taking a person-in-context approach to understanding the individual (Bandura and 
Cervone 1986; Cantor and Kihlstorm 1987; Caprara and Cervone 2000, Cervone 
2005; Dweck and Leggett 1988; Higgines 1997; Kelly 1955; Mischel and Shoda 
1995).  
Here, the importance of the content, organization, and structure of an 
individual’s goals, strategies, and mental representations, which include expectations 
and beliefs, becomes clear (Bandura and Cervone 1986; Higgins 1997; Kelly 1955; 
Mischel and Shoda 1995). Essentially, when evaluating a service, consumers are 
faced with a choice, thus creating an opportunity for their personality to influence 
their decision. Depending on whether the consumer possesses a high or low level of 
OTE, they have a motivated preference for all things new, such as a culturally novel 
service provider, or all things ordinary, such as a culturally congruent service 
provider. Finally, the consumer’s evaluation is dependent on whether or not they like 
it when their expectations are met or contravened. 
The heritability and stability of OTE underscores its status as an invariable 
dimension of personality. However, attitudes, such as those toward a culturally novel 
service provider, are acquired and potentially subject to change. This is the reason 
why variable attitudes have been distinguished from the invariable personality traits 
(McCrae 1996). As a result, it is conceptually misleading to equate an individual’s 
level of OTE with their attitudes towards a culturally novel service provider. It is 
more suitable to see OTE as the underlying mechanism, which predisposes 
individuals to develop certain attitudes toward culturally novel service providers 
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(Olson and Zanna 1993). 
Thus, one of the greatest challenges of this research was to identify certain 
situational factors which would influence attitude formation, and thus have the 
potential to affect thought processes and outcomes in ways that mimic dispositional 
OTE. Here, the focus was on situational factors that can influence whether an 
individual perceives an experience as novel, thus triggering their novelty seeking or 
novelty avoiding tendencies. To the author’s knowledge this is one of the first pieces 
of research to attempt to identify such factors, particularly in the field of services 
marketing and consumer psychology. 
In summary, this research demonstrates that an individual’s behavior is not set 
in stone by their dispositional personality traits, but the expression of their traits is 
very much dependent on the situation. Secondly, it indicates that situational factors 
have the potential to change the way in which consumers construe an instance. This in 
turn affects the individual’s beliefs, expectancies, and goals relating to the instance. 
Importantly, this research reveals that an individual’s reaction to a culturally novel 
service provider is dependent on the way they construe the situation, and not only 
dependent on their dispositional level of OTE. Finally, this research is the first to 
provide empirical evidence that the more complex the consumer perceives the service 
to be, the greater the effect of OTE on consumer evaluations of a service, with a 
culturally novel/ normal service provider, is.  
 
10.1.3. Situational Factors Affecting Novelty Perception 
Having discussed the potential of situational factors to influence perception and 
consumer behavior, one situational factor was examined closely. Research has 
demonstrated that, depending on whether an instance is perceived to be 
psychologically near or distance, has a direct effect on an individual’s construal level. 
This research is the first to demonstrate that  perceived psychological distance has the 
potential to effect whether a consumer perceives a cultural performer as novel or 
normal, thus triggering their novelty seeking (high OTE) or novelty avoiding (low 
OTE) dispositions. Furthermore, we demonstrate that psychological distance induces 
consumers into a relatively more abstract mind-set, supporting previous research in 
this area.  
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In detail, we found that consumers low in OTE, and in an abstract mindset, 
react to a culturally novel service provider in a similar way as they do to a culturally 
congruent service provider. In the same vein, consumers high in OTE and in an 
abstract mindset react to a culturally congruent service provider in a similar way as 
they do to a culturally novel service provider. The notion that situational factors, 
which trigger perceptions of psychological distance, have an effect on what may be 
perceived as novelty seeking behavior, mimicking dispositional OTE, is 
unprecedented.  
This research also demonstrates that abstract mindsets increase individuals’ 
propensity to accept events which are not familiar. Thus it supports the notion that 
processes such as categorization, priming, and motivational orientations influence the 
experience of novelty. Taken together, the literature suggests that an abstract mind-
set, in comparison to a concrete mind-set, fosters a search for similarity between 
exemplars and experiences. This in turn leads to inclusion of more atypical exemplars 
into a single conceptual category (Förster 2009a; Liberman et al. 2002; Trope and 
Liberman 2010). In particular, individuals who chronically construe at a more abstract 
level tend to perceive targets as more similar, which leads to broader and more 
inclusive categorization (Levy, Freitas, and Salovey 2002; McCrea, Wieber, and 
Meyers 2012).  
In the context of consumers’ considering a cultural service, this thesis suggests 
that consumers cognitively match features and attributes of the service they are 
considering, with the comparison standard of what they expect the service should be 
like. Whether they see the cultural service under consideration as similar or dissimilar 
to their standard, thus matching or not matching their expectations, partially depends 
on the situation.  Importantly, we are not suggesting that an abstract construal directly 
affect consumers’ OTE. Instead, the abstract construal mechanism works by focusing 
consumers’ attention on similarities between a target and a salient category, thus 
decreasing the perceived amount of novelty.  
Overall, we have now provided an overview of the theories and literature 
central to this thesis, and the areas in which this thesis contributes and extends upon 
the existing literature. Although this research makes a number of strong contributions 
to the academic literature, it also has a number of managerial implications for service 
providers and managers of cultural art forms. It is however to be noted that the 
theoretical implications of this research overshadow the managerial implications, and 
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this is due to the nature and intended academic target audience of this work. 
 
10.2. Managerial Implications 
 
Of importance to firms, this research demonstrates that both being a culturally 
novel and a culturally normal service provider can lead to a competitive advantage, 
depending on the consumer’s level of OTE. This realization, in turn, can help service 
providers design an appropriate way of delivering their service, in accordance with 
the kind of consumers they expect to be serving. Even though it is not feasible to test 
the personality traits of potential customers, it is feasible for business owners to 
establish a psychological profile of the target audience they intend to attract to their 
service. 
A service provider who intends to attract customers low in OTE would be well 
advised to employ culturally normal service providers. This would apply to, for 
example, a very traditional French restaurant, which aims to portray an image of 
authenticity, thus attracting consumers seeking the normal and foreseeable. In 
contrast, a service provider who intends to attract customers high in OTE would be 
better off employing culturally novel service providers, and making their novelty as 
conspicuous as possible. An example of this would be an avant-garde French 
restaurant, which wants to portray a more edgy, novel and contemporary image, 
attracting those seeking a culinary adventure. 
Furthermore, this research suggests that consumers high/low in OTE become 
less sensitive towards a culturally congruent/ novel performer when they perceive the 
cultural art offering to be psychologically distant. Shifting construal level in a 
marketing context can be achieved by, for example, timing of advertising. For 
example, advertisers can vary the release of advertising information to either induce a 
temporally proximal or distant impression. Marketing and promotional material can 
be released months before (psychologically distant) or days before (psychologically 
proximal) the service is offered. Furthermore, providers can showcase their cultural 
novelty or congruency at different temporal instances, aimed at increasing consumer 
evaluations, whilst taking into consideration the target markets level of OTE. 
Further managerial implications of this research relate to the complexity of the 
cultural art form being offered. If the service is perceived to be relatively simple by 
the customer, there are no implications of whether a culturally novel or culturally 
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congruent provider is performing the service. Hence, it would be a valuable exercise 
for providers of cultural art forms to test how complex their customers perceive the 
service on offer to be, and adjust their strategy accordingly. If it becomes evident that 
the cultural service being performed is perceived to be relatively simple by the 
consumers, managers of such services would not need to be concerned about the 
cultural background of the service provider. However, if the cultural service is 
perceived to be relatively complex, it would be advisable for managers to carefully 
consider the implications of service providers from different cultural backgrounds, in 
accordance with the managerial implications stated earlier. This is an important point, 
as many cultural services, and in particular courses teaching cultural art forms, are 
taught at varying levels of difficulty depending on students aptitude and prior 
experience. For example, language and cooking courses are often taught at a 
beginners, intermediate, or advanced level. 
Finally, this research may be particularly relevant for the online teaching of 
courses. As the trend towards online education continues, more and more courses, 
including those teaching cultural art forms, are being offered online. These include, 
amongst others, online language and cooking courses. Whilst signing up for the online 
course, consumers could be asked a number of questions relating to their 
psychological profile, including OTE. In accordance with the findings of this 
research, they could then be assigned to either a culturally novel or a culturally 
normal teacher, depending on their level of OTE. Furthermore, if a course is being 
taught online, it is conceivable that the perceived psychological distance is greater, 
resulting in a higher level of construal.  
Being able to tailor online educational offerings, by psychologically profiling 
potential students, represents a great opportunity for improving the learning 
experience. This is of particular interest in the light of the prolific growth in 
popularity and acceptance of massive open online courses (MOOCS). Whilst it 
remains to be seen how these courses evolve, their appeal to a broad audience remains 
unquestioned (Lewin 2012). Having discussed the theoretical and managerial 
implications of this research, it is important to highlight a number of limitations which 
will inform future research 
 
10.3. Limitations 
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One limitation relates to the ethnicity of both the service provider and the 
consumer. Within this research we tested predominantly Australian consumers’ 
reactions to a number of culturally novel service providers. However, we did not test 
the effect within other cultures or test potential interrelationships between the cultural 
background of the service provider, the cultural art form, and consumer. It would be 
interesting to explore how consumers react if they share a common ethnic background 
with a culturally novel service provider? An example of this would be a Japanese 
consumer, who observes a Japanese Chef of French cuisine.  
Furthermore, it may be worthwhile to examine how consumers react to a 
culturally novel service provider if they share a common ethnic background with the 
cultural art form? An example of this would be a French consumer, who observes a 
Japanese Chef of French cuisine. Finally, another question would be how the ethnic 
background of the consumer influences their recognition of the novelty of a culturally 
novel service provider? For example, a Chinese consumer may be more aware of the 
novelty of a Japanese Chef of Korean cuisine, than a French consumer would be. 
Whilst participants in the current research are predominantly consumer panel 
members (except for in Study 6), who are specifically selected to represent a cross 
section of the national Australian population, it would also be interesting to take a 
more nuanced view of the population. For example, there may be significant 
differences in consumers’ reactions to a culturally novel service provider, depending 
on whether they live in the country or in the city. It may be that city-dwelling 
participants have a higher multicultural exposure, and are thus desensitized to 
ethnicity of service providers, buffering the effect of culturally novel service 
providers.  
Furthermore, we acknowledge a number of limitations in relation to the 
participant pool. The participants of this research, across all six studies, resided in 
Australia. Furthermore, the vast majority of participants identified as being of 
Australian ethnicity. However, there may well be cultural differences between how 
individuals react to culturally novel service providers. For example, it has been found 
that individuals in individualistic cultures construe themselves as more independent, 
whereas those in collectivistic cultures construe themselves as more interdependent. 
(Markus and Kitayama 1997).  
Whether an individual sees themselves as interdependent or independent can 
vastly influence the very nature of the individual’s emotions, cognitions and 
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motivations. Asian cultures are typified by an individuality that is based on a 
fundamental relatedness of individuals to one another (Markus and Kitayama 1997). 
Within these cultures it is seen as very important to fit in, attend to others, and live 
harmoniously. In contrast, many Western cultures, including Australian culture, do 
not assume or particularly value such connectedness. Instead, individuals strive to be 
independent from others. This is achieved by catering to their own needs and by 
exploring and expressing their unique attributes (Markus and Kitayama 1997).  
Considering the strong influence which culture has on individuals’ cognition, 
it would be interesting to see whether the findings of this research generalize across 
other, more collectivist cultures. Finally, the stimuli used in the lab experiments are 
limited to a static, limited information website, when in practice there might be audio 
support, including an accent and resume, which would be more realistic cues as to the 
quality of the teacher. Furthermore, the results of the study may be influenced by 
appeal and experience with the service, yet this was not controlled for in the 
experiments. Having acknowledged these limitations, we now turn to a number of 
promising future research projects, which may have the potential to provide major 
contributions to the current literature. 
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CHAPTER 11: FUTURE RESEARCH DIRECTIONS 
 
In the following a number of future research directions are discussed in greater 
detail. All of these potential projects are related to the current research, and would 
provide a significant and novel contribution to the existing body of research. Firstly, 
the potential effect of exposing consumers to a novel service provider, before or after 
consuming the service, is discussed. Secondly, the potential of altering construal level 
by means of service separation, thus increasing perceived spatial distance is explored. 
Thirdly, shifting consumer construal level by means of distraction in a service setting 
is examined. Finally, the findings of this research are proposed to potentially be of 
value for exploring other novel service providers, beyond just culturally novel 
providers. 
 
11.1. Before and After Effect 
 
An interesting avenue of research would be to explore the way in which 
timing of exposing the cultural novelty of the service provider effects consumer 
evaluations. More precisely, is there a difference between if the consumer is aware of 
the culturally novel/congruent background of the service provider before 
consumption, compared to if they only become aware of it after they have 
experienced the service? The question here would be how the information concerning 
the service provider’s cultural novelty is integrated into the already established 
evaluation, resulting in a contrast or assimilation effect. 
However, and as will become obvious in the following, the effect of 
incongruity may very much depend on when it is made obvious to the consumer. 
Some insightful research has been conducted on products, analyzing how providing 
product information before or after sampling them, effects consumer judgment 
(Braun-LaTour and LaTour 2005; Hoch and Ha 1986; Lee, Frederick, and Ariely 
2006; Wilcox et al. 2011).  
Hoch and Ha (1986) exposed participants to advertisements exaggerating the 
qualities of a J.C. Penney shirt either before or after they examined it. They found that 
participants spent more time scrutinizing the fabric and evaluated the shirt more 
favorably if the information was provided prior to examination. Similarly, Braun-
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LaTour and LaTour (2005) found that presenting consumers with advertisements 
before and after they sampled juice led to an increased judgment of juice quality. 
Lee et al. (2006) took this research one step further and adulterated beer with a 
small amount of balsamic vinegar. Here, they compared participants’ preferences 
depending on when they had been told, before or after drinking the beer, about the 
“special ingredient.” Their results suggested that information about the presence of a 
conceptually offensive ingredient had a greater influence on preferences when 
received prior to consumption, compared to after consumption. These findings 
demonstrate that expectations actually influence real time experience, not just post-
hoc characterizations. 
Finally, Wilcox et al. (2011) gave participants a piece of generic chocolate, 
and told them before or after consumption that it was from Switzerland or China. 
They found that, when information is presented prior to consumption, participants’ 
affective evaluation was higher for the Swiss chocolate compared to the Chinese 
chocolate. However, and more interestingly, they discovered that when information is 
presented after consumption, participants’ evaluation results were actually inverted, 
being higher for the Chinese chocolate than the Swiss chocolate. 
A common finding of all of these studies is that information relating to a 
product influences beliefs about the product, which in turn effects consumer 
expectations of product. Most importantly, they show that the same information can 
have very different effects on evaluations, depending on whether it is provided before 
or after consumption. Even though all of these studies relate to products, they provide 
some valuable insights into the underlying psychological mechanisms, which may 
also be applicable to a service setting.  
To reiterate, what we are looking at here, is how consumers react when service 
providers are perceived to be incongruent. As theorized by Mandler (1982) congruity 
may itself, influence the valence and extremity of affective responses. These affective 
responses are of particular interest, due to the influence that affect has on service and 
consumer satisfaction (Dube and Morgan 1996; Mano and Oliver 1993; Oliver 1993; 
Shiv and Fedorikhin 1999; Westbrook and Oliver 1991).  
As discussed earlier, affective reactions occur automatically and result from 
low-level processing, and are thought to be partly outside the customer’s conscious 
control (Oliver 1993). As a result, when consumers experience a service, they are 
likely to spontaneously form a representative affective evaluation. That being said, the 
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timing of revealing the service providers’ incongruous identity should influence as to 
whether the information concerning incongruity is available as the consumer forms 
their spontaneous affective response. When the incongruous identity of the provider is 
revealed before the service is performed, the information is accessible whilst an initial 
evaluation of the service is developed. However, when the incongruous identity of the 
provider is only revealed after the service is performed, the information is not 
accessible until after the consumer has made their initial evaluation. 
A good example of this is, once again, is a consumer visiting a French 
restaurant. If the consumer sees that the chef is Chinese, this information, creating 
perceived incongruity, is accessible as he or she is making their evaluation of the 
service. However, if the consumer only personally meets their chef after the case has 
been settled, the incongruous information is not accessible as they make their 
evaluation.  This temporal and sequential difference, in when information becomes 
accessible, influences how distinct the information is perceived to be. In turn, this 
distinctiveness of information influences the effect that information has on 
evaluations of a service experience. 
A number of studies have shown that the effect of contextual information on 
judgments depends on the perception of the individual, as to how distinct the 
information is from the target under scrutiny (Helson 1948; Stapel and Winkielman 
1998; Wilcox et al. 2011). When it comes to judging a target, distinct information is 
used to serve as a comparison standard, because it can be clearly delineated from the 
target (Stapel and Winkielman 1998; Zhu and Meyers-Levy 2009). In contrast, 
indistinct information is merged into the evaluation of the target, as it cannot be 
clearly demarcated (Stapel and Winkielman 1998; Zhu and Meyers-Levy 2009). 
In this vein, level of distinctiveness is, amongst other things, dependent on 
whether information is separated from the target or evaluated with the target (Martin 
and Seta 1983; Martin, Seta, and Crelia 1990). Basically, when people are exposed to 
two sources of information before evaluating the target, one of which relates to the 
target and the other of which relates to the context, the perception and impression of 
the target is merged with the context (Wilcox et al. 2011). This merging creates an 
indistinct interpretation frame, resulting in an assimilation of the information (Stapel 
and Winkielman 1998). In contrast, when context is evaluated separately from the 
target, the two information sources are seen as distinct, resulting in a contrast effect 
(Wilcox et al. 2011).  
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Stapel and Winkielman’s (1998) contention is also in line with research by 
Markman and McMullen (2003), who discovered that when individuals think of a 
standard and a target simultaneously, cognitions in line with the standard have a 
significant effect on the evaluation of the target. In contrast, when individuals think of 
the standard separately from the target, the standard is used as a point of reference for 
evaluation (Markman and McMullen 2003; Wilcox, et al. 2011). Due to the fact that 
the concept that embodies the standard is often fairly extreme, this comparison 
process produces a contrast effect. More specifically, target evaluations are negatively 
related to the implications of the contextual data (Malaviya, Kisielius, and Sternthal 
1996; Zhu and Meyers-Levy 2009).  
Furthermore, it is important to clarify under what circumstances context 
information is used as either an interpretation frame or as a comparison standard 
(Stapel, Koomen, and Vanderpligt 1997). The answer is relatively straight forward, in 
that context information is only used to guide interpretation when there is room for 
interpretation. In other words, the target stimulus must be ambiguous (Higgins and 
Kruglanski 1996; Stapel et al. 1997). 
Translating these findings, predominantly from the field of psychology, to the 
research at hand, a number of things become clear. Firstly, these findings suggest that 
when a consumer sees that a service is about to be performed by a incongruent/ 
congruent service provider, this information will be assimilated with all the other 
information used to evaluate the service. This will result in a more negative/ positive 
evaluation. However, when the consumer only sees that the service provider, who 
performed a service for them, is incongruent, after the service has been provided, 
consumers will have already formed an affective evaluation. As a consequence, the 
information concerning incongruence will be distinct from the service experience, and 
consumers’ evaluations will be contrasted with their expectations. This point is 
particularly interesting and novel and merits further explanation.  
As explained earlier, consumers strive to develop consumption rules that 
work, based on their previous successful service encounters. When searching for the 
appropriate service providers, consumers compare what they see, with their developed 
rules, searching for the provider where the match is closest. Here, they expect that 
deviation from, or conformity with, their set of rules will result in a more negative/ 
positive service outcome.  
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On the one hand, if consumers only realize that their consumption rules 
weren’t met, and in fact a serious deviation was apparent, after the service has been 
performed, a contrast effect will occur. Consumers will compare the service outcome, 
with the negative service outcome they would have expected when their consumption 
rules are broken. As a result evaluations will be more positive. On the other hand, if 
they see that their consumption rules have been met, after the service was performed, 
a contrast effect will also occur. Consumers will have high expectations concerning 
the service outcome, as all their criteria were met, making them intolerant towards 
any ambiguity. As a result, evaluations will generally be more negative. 
In summary, the central premise is that the influence of service provider 
information on consumers’ affective evaluations of a service depends on whether the 
information is made available before or after service provision. This, in turn, leads to 
the following two hypotheses. When service provider information is made available 
before service provision, it will result in an assimilation effect. Consumers will 
evaluate the service more positively/ negatively depending on whether the service 
provider conforms with, or deviates from consumer expectations. When the same 
information as in the previous scenario is made available after service provision, it 
will result in a contrast effect. Consumers will evaluate the same service more 
negatively/ positively when the service provider conforms with, or deviates from 
consumer expectations. 
As explained previously, this effect on affective consumer evaluations is 
strongest when there is room for interpretation due to the ambiguity of a service 
outcome. A further extension of this idea would be to examine whether the magnitude 
of this effect varies across different services, due to differing levels of perceived 
outcome ambiguity. For example, is the effect stronger for a relatively simple service 
compared to a complex service? Investigating this issue would provide a more 
nuanced understanding of the implications of service provider incongruity. 
 
11.2. Spatial Distance and Service Separation 
 
A further contribution to the field of consumer psychology could lie in 
determining whether the effects examined in the above holds true when other 
dimensions of psychological distance are varied in order to achieve a shift in construal 
level. Spatial distance in particular would be an interesting concept to explore in 
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detail, as it may well produce further insights, when combined with recent research by 
Keh and Pang (2010) conducted on service separation.  
For more than two decades researchers have used four characteristics to 
distinguish services from goods, thus legitimizing the field of services marketing 
(Grove, Fisk, and John 2003; Zeithaml, Parasuraman, and Berry 1985). These are 
intangibility, heterogeneity, inseparability and perishability, commonly referred to as 
the IHIP paradigm. However, in recent years a score of researchers have begun to 
question the validity of this paradigm and have pointed out a multitude of 
shortcomings (Lovelock and Gummesson 2004; Vargo and Lusch 2004).  
Of particular interest in this project, research by Keh and Pang (2010) has 
concentrated on the characteristic of inseparability, demonstrating that service 
production and service consumption can, in fact, be separated. Even though previous 
research has made a similar separability claim, this research is the first to elaborate 
on, and empirically examine the implications service separation has for customers. 
In general, the theory of inseparability proposes that the production and 
consumption of a service take place simultaneously. Often the customer is present 
whilst the service is being performed, and may even take part in the production 
process (Zeithaml and Bitner 2003). However, Keh and Pang argue against this view, 
maintaining that a number of services can and are performed without the customer 
being in the vicinity. An example, which clearly supports this notion, is the 
preparation of take away cuisine. Here, the customer orders from the menu on the 
telephone, and the actual preparation of the cuisine takes place in their absence, 
before the customer picks it up.  
Obviously, the customer could also choose to wait and watch while the food is 
being prepared. This essentially means that one and the same service can be 
performed whilst the customer is present (unseparated mode) or absent (separated 
mode). Having recognized this, Keh and Pang (2010) set out to explore whether 
customers perceive and react differently, depending on whether the service is 
delivered in the separated or unseparated mode. More precisely, they sought to 
develop an understanding of the benefits and draw backs of service separation from a 
customer perspective, as well as how separation affects customer purchase decisions 
and post-experience evaluations. 
In general, this research provides ample evidence that service separation has a 
considerable effect on customer perceptions and behavior. Applying these insights, it 
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would be an interesting avenue for further research to examine the degree to which 
consumer evaluations of a culturally novel service provider vary, depending on 
whether the service is provided in a separated or unseparated mode. A further 
interesting twist would be added to such a research project due the fact that switching 
from an unseparated mode to a separated mode, effectively manipulates consumers’ 
perceived spatial distance. As touched upon in earlier discussions, psychological 
distance, which includes spatial distance, has the effect of shifting an individual’s 
construal level. 
In essence, construal level theory posits that increasing the spatial distance to 
stimuli effects the way in which individuals mentally construe them. In this sense, the 
relationship between spatial distance and construal is identical to the relationship 
between temporal distance and construal (Fujita, Henderson, Eng, Trope, and 
Liberman 2006). Essentially, greater spatial distance has been associated with higher-
level construals. As a result, individuals represent psychologically distant events by 
their essential, abstract, and global features. In contrast individuals represent 
psychologically proximal events by their peripheral, concrete, and local features.  
Again, the relationship between psychological distance and construal level is 
over-generalized, meaning that construals of stimuli are more abstract, when it is 
psychologically distant, even if the information concerning the stimuli is equivalent. 
Whilst the effect of temporal and social distance have repeatedly been demonstrated 
to affect a wide range of psychological phenomena, spanning the areas of person 
perception, self-regulation, and interpersonal interactions (Gilbert 1998; Gilovich, 
Kerr, and Medvec 1993; Ross 1989; Trope & Liberman 2003), it has not yet been 
explored whether information relating to the spatial distance may similarly affect 
individuals’ judgments and decisions. 
We propose that an interesting avenue of research would be to examine the 
relationship between spatial distance and service separation more closely. As service 
separation inevitably implies spatial distance, the question is whether individuals’ 
construal level automatically shifts to a higher level when evaluating separated 
services. In line with the above studies, it may well be that for example; culturally 
novel service providers would do well to offer their services in a separated mode, if 
targeting individuals low in OTE. Here, it would also be interesting to examine the 
effect of spatial distance on consumer perceived performance and psychological risk. 
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In a different vein, it would also be interesting to examine to what extent 
cultural exposure, or the degree to which an individual has traveled to different 
countries, effects their reaction to culturally novel service providers. In this context, it 
may well be that having travelled to other countries and having experienced different 
cultures, reduces an individuals perceived spatial distance, thus shifter their construal. 
Furthermore, even though we recognize that OTE is a stable, predominately 
dispositionally predetermined personality trait, it could be that exposure to other 
cultures widens individual’s horizons, situationally increasing their level of OTE. 
Both of these future research directions could provide deeper insight into the overall 
phenomena described in this thesis. 
 
11.3. Psychological Distance and Processing Disfluency 
 
Prior research demonstrates that cognitive distraction, defined as causing the 
diversion of mental processing capacities, leads to processing difficulty or disfluency 
(Alter and Oppenheimer 2008; Mehta, Zhu, and Cheema 2012). Processing disfluency 
refers to the lack of “the subjective experience of ease or speed in processing 
information” (Oppenheimer 2008, p. 237). Such disfluency, by means of distraction, 
could come about in a multitude of ways. For example Alter and Oppenheimer (2008) 
had individuals waiting at a train station in West Windsor, New Jersey, estimate their 
distance from a number of US cities.  
Participants were either presented with a survey composed in a blurry, hard to 
read font, supposed to cause disfluency, or a crisp, easy to read font, supposed to 
cause fluency. Participants who were presented with disfluent fonts were found to 
shift to a higher level construal. As a result, they judged the target city to be further 
away and described it using more abstract language, compared to those who were 
presented with a fluent font. In a similar vein, and building on Alter and 
Oppenheimer’s (2008) findings, Mehta et al. (2012) found that the distraction caused 
by moderate levels of background noise induced processing difficulty, leading to 
abstract processing. Again, it would be interesting to examine the effect of distraction 
in the context of this research, as a situational factor causing a shift in individuals 
construal level. 
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11.4. Other Novel Service Providers and Services 
 
Whilst the current research only focuses on culturally novel service providers, 
the results may well be generalizable to other service providers who are perceived as 
novel due to their gender, race or other attributes. In a recent New York Times article, 
Pasiana Rodriguez, a female who runs her own auto-repair workshop in Queens, tells 
of the challenges she faces working in a profession which is considered to be a “men-
only club” (Kilgannon 2012).  Recent research by Professor Richard H. Sander shows 
that only two percent of partners working at the top 100 law firms are black, and 
seeks to find an explanation for why blacks find it so difficult to establish themselves 
in this profession (Liptak 2006).   
Research has revealed that when doctors deviate from wearing the expected 
formal attire and a white lab coat, patients’ confidence in their abilities significantly 
decreases (Rehman et al. 2005; Marcus 2006). All in all, this anecdotal evidence 
demonstrates other socially relevant examples of service providers, who seem to be 
experiencing difficulties in being accepted by some consumers. The current research 
enables us to move away from an explanation solely based on consumer racism, 
sexism and other forms of prejudice, and offers a less malicious explanation, 
grounded in the discovery that some consumers just prefer the norm over the novel, 
due to their personality. This would be an intriguing and potentially fruitful area for 
future research. 
Finally, an interesting extension of this work would be to more deeply 
examine the implications of service complexity on consumer’s reactions to novel 
services. Whilst in Study 2 service complexity was manipulated within one service 
type, being an Italian cooking course, perceived complexity may also differ between 
service types. For example, individuals may perceive credence services to be more 
complex than experiential services, in line with work by Ostrom and Iacobucci, 1995. 
An example of a credence service would be the above mentioned law practice, whilst 
an experiential service would be an auto-repair workshop. 
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APPENDICES 
Appendix A: Study 1 Scenarios 
 
Figure 16: Japanese Cooking Course with Novel Chef. 
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Figure 17: Japanese Cooking Course with Congruent Chef. 
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Appendix B: Study 2 Scenarios 
 
Figure 18: Mandarin Language Course with Congruent Teacher. 
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Figure 19: Mandarin Language Course with Novel Teacher. 
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Figure 20: Spanish Language Course with Congruent Teacher. 
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Figure 21: Spanish Language Course with Congruent Teacher. 
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Appendix C: Study 3 Scenarios 
 
 
Figure 22: Advanced Italian Cooking Course with Novel Chef. 
  126 
126 
 
Figure 23: Beginners Italian Cooking Course with Novel Chef. 
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Figure 24: Advanced Italian Cooking Course with Congruent Chef. 
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Figure 25: Beginners Italian Cooking Course with Congruent Chef. 
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Appendix D: Study 4 Scenarios 
 
Figure 26: Acupuncture Therapy with Novel Acupuncturist. 
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Figure 27: Acupuncture Therapy with Congruent Acupuncturist. 
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Appendix E: Study 5 Scenarios
 
Figure 28: Thai Massage Therapy with Congruent Massage Therapist. 
  132 
132 
 
Figure 29: Thai Massage Therapy with Novel Massage Therapist. 
  133 
133 
Appendix F: Study 6 Scenarios 
French Language Courses 
 
Figure 30: French Level Beginners with Congruent Language Teacher. 
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Figure 31: French Level Beginners with Novel Language Teacher. 
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Figure 32: French Level 1 with Congruent Language Teacher. 
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Figure 33: French Level 2 with Novel Language Teacher. 
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Figure 34: French Level 2 with Novel Language Teacher. 
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Figure 35: French Level 4 with Novel Language Teacher. 
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Figure 36: French Level 5 with Novel Language Teacher. 
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Figure 37: French Level 5 with Novel Language Teacher. 
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Figure 38: French Level 4 with Congruent Language Teacher. 
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Figure 39: German Level 1 with Novel Language Teacher. 
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German Language Courses 
 
Figure 40: German Level 2 with Novel Language Teacher. 
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Figure 41: German Level 3 with Congruent Language Teacher. 
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Figure 42: German Level 5 with Congruent Language Teacher. 
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Indonesian Language Courses
 
Figure 43: Indonesian Level 1 with Congruent Language Teacher. 
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Figure 44: Indonesian Level 1 with Novel Language Teacher. 
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Figure 45: Indonesian Level 2 with Novel Language Teacher. 
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Italian Language Course 
 
Figure 46: Italian Level 1 with Congruent Language Teacher. 
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Figure 47: Italian Level 3 with Congruent Language Teacher. 
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Figure 48: Italian Level 5 with Congruent Language Teacher. 
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Figure 49: Italian Level Beginners with Congruent Language Teacher. 
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Figure 50: Italian Level 1 with Congruent Language Teacher. 
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Figure 51: Italian Level 2 with Congruent Language Teacher. 
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Figure 52: Italian Level Beginners with Novel Language Teacher. 
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Figure 53: Italian Level 1 with Novel Language Teacher. 
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Figure 54: Italian Level 3 with Novel Language Teacher. 
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Figure 55: Italian Level 5 with Novel Language Teacher. 
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Japanese Language Course 
 
Figure 56: Japanese Level 1 with Novel Language Teacher. 
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Figure 57: Japanese Level 2 with Novel Language Teacher. 
 
 
 
 
 
  161 
161 
 
Figure 58: Japanese Level Beginners with Novel Language Teacher. 
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Figure 59: Japanese Level 1 with Novel Language Teacher 
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Figure 60: Japanese Level 1 with Congruent Language Teacher. 
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Figure 61: Japanese Level 2 with Congruent Language Teacher. 
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Figure 62: Japanese Level 2 with Congruent Language Teacher. 
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Figure 63: Japanese Level 4 with Congruent Language Teacher. 
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Figure 64: Japanese Level 5 with Congruent Language Teacher. 
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Appendix G: Ethical Clearance 
Appendix G: Measures 
 
Figure 65: Ethical Clearance Form. 
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Affective Response1 
1. How much do you think you will like this Spanish language course? 
2. How good do you think this Spanish language course will be? 
3. How enjoyable do you think this Spanish language course will be? 
4. How pleasant do you think this Spanish language course will be? 
5. How delightful do you think this Spanish language course will be? 
 
Purchase Intention2 
1. How likely is it that you will choose the Spanish language course presented in 
the above? 
2. How probable is it that you will choose the Spanish language course presented 
in the above? 
3. How high is the possibility that you will choose the Spanish language course 
presented in the above? 
 
 
 
Word of Mouth Intention3 
1. I am likely to say positive things about this Spanish language course to other 
people. 
2. I am likely to recommend this Spanish language course to a friend or 
colleague 
3. I am likely to say positive things about this Spanish language course 
4. I am likely to encourage friends and relatives to attend this Spanish language 
course. 
 
Openness to Experience4 
                                                 
1 Seven point scales anchored at “dislike a lot” and “like a lot,” “very bad” and “very good,” “very 
unenjoyable” and “very enjoyable,” “very unpleasant” and “very pleasant,” and “very undelightful” 
and “very delightful.” 
2 Seven point scales anchored at “very low” and “very high” 
3 Seven point scales anchored at “strongly disagree” and “strongly agree” 
  170 
170 
I see myself as someone who: 
1. Is original, comes up with new ideas. 
2. Is curious about many different things. 
3. Is ingenious, a deep thinker. 
4. Has an active imagination. 
5. Is inventive. 
6. Values artistic, aesthetic experiences. 
7. Prefers work that is routine. 
8. Likes to reflect, play with ideas. 
9. Has few artistic interests. 
10. Is sophisticated in art, music, or literature 
 
Service Typicality Manipulation Check5 
1. How normal do you think it is that a teacher, like the one in the picture above, 
teaches a Spanish language course? 
2. How uncommon do you think it is that a teacher, like the one in the picture 
above, teaches a Spanish language course? (reverse scored) 
3. How typical do you think it is that a teacher, like the one in the picture above, 
teaches a Spanish language course? 
 
Service Complexity Manipulation Check6 
1. How difficult do you think it is to teach a Spanish language course? 
2. How complex do you think it is to teach a Spanish language course? 
3. How easy do you think it is to teach a Spanish language course?  (reverse 
scored) 
                                                                                                                                            
4 Five point scales anchored at “strongly disagree” and “strongly agree” 
5 Seven point scales anchored at “very abnormal” and “very normal,” “very uncommon” and “very 
common,” and “very atypical” and “very typical.” 
6 Seven point scales anchored at “very easy” and “very difficult,” “very simple” and “very complex,” 
and “very easy” and “very hard.” 
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Construal Level Manipulation Check 
 
Item Low-Level High Level 
Sweeping the floor Moving a broom Being clean 
Attending a family 
reunion 
Going to a picnic Respecting tradition 
Skydiving Jumping out of an airplane Demonstrating one’s 
daringness 
Making an expensive 
purchase 
Swiping a credit card Doing something for one’s 
pleasure 
Staying home to study Reviewing one’s notes Exerting self-discipline 
 
Recycling Bagging paper, glass, and 
cans 
Caring for the environment 
Teaching Talking to students Having authority 
Enhancing one’s social 
network 
Small talk and shaking 
hands 
Enhancing one’s social 
network 
 
Table 3: Items of Construal Level Manipulation Check. 
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Appendix H: Construal Level Manipulation 
 
High-Level Condition Task Instructions: In this task, you will be provided with a 
series of words.   Your task will be to write a word that you think each provided word 
is an example of.  That is, ask yourself the question, “[Provided word] is an example 
of what?” and then write down the answer you come up with.  For instance, if we 
gave you the word “POODLE,” you might write down “DOGS” or even 
“ANIMALS,” as a poodle is an example of a dog or animal.  Be creative and come up 
with the most general word for which the provided word is an example. 
 
Low-Level Condition Task Instructions: In this task, you will be provided with a series 
of words.  Your task will be to write down a word that is an example of this word.  
That is, ask yourself the question, “An example of [provided word] is what?” and 
write down the answer you come up with.  For example, if we gave you the word 
“DOGS,” you might write down the category “POODLE” or even “PLUTO” (the 
Disney character).  Be creative, and try to think of as specific an example of the 
category as you can. 
 
 Stimuli: 
 
1. SODA 21. COIN 
2. COMPUTER 22. RESTAURANT 
3. NEWSPAPER 23. TREE 
4. PROFESSOR 24. GAME 
5. PASTA 25. PAINTING 
6. BOOK 26. BAG 
7. SPORT 27. WATER 
8. TABLE 28. COLLEGE 
9. SHOE 29. DANCE 
10. MOVIE 30. CANDY 
11. PEN 31. GUITAR 
12. SENATOR 32. MOUNTAIN 
13. LUNCH 33. POSTER 
  173 
173 
14. TRAIN 34. SOAP OPERA 
15. MAIL 35. RIVER 
16. ACTOR 36. MATH 
17. BEER 37. KING 
18. PHONE 38. WHALE 
19. SOAP 39. SINGER 
20. FRUIT 40. TRUCK 
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Appendix I: Results Study 1 
 
Tests of Between-Subjects Effectsb 
Dependent Variable:Manipulation 
Source 
Type III Sum of 
Squares df Mean Square F Sig. 
Corrected Model 80.040a 1 80.040 58.797 .000 
Intercept 3310.512 1 3310.512 2431.920 .000 
Match 80.040 1 80.040 58.797 .000 
Error 296.758 218 1.361   
Total 3741.222 220    
Corrected Total 376.797 219    
a. R Squared = .212 (Adjusted R Squared = .209) 
b. Class Type = Japanese 
 
Table 4: Manipulation Check for Perceived Service Provider Novelty, in Study 1. 
 
Tests of Between-Subjects Effectsb 
Dependent Variable:Affective Evaluation 
Source 
Type III Sum of 
Squares df Mean Square F Sig. 
Corrected Model 18.836a 3 6.279 6.540 .000 
Intercept 5286.589 1 5286.589 5507.026 .000 
Match 2.443 1 2.443 2.545 .112 
OTE_half .735 1 .735 .766 .382 
Match * OTE_half 12.434 1 12.434 12.952 .000 
Error 207.354 216 .960   
Total 5794.400 220    
Corrected Total 226.190 219    
a. R Squared = .083 (Adjusted R Squared = .071) 
b. Class Type = Japanese 
 
Table 5: Effect of Service Provider Novelty on Affective Evaluation, Moderated by 
OTE, in Study 1. 
 
 
Tests of Between-Subjects Effectsb 
Dependent Variable:Purchase Intention 
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Source 
Type III Sum of 
Squares df Mean Square F Sig. 
Corrected Model 30.535a 3 10.178 5.084 .002 
Intercept 2591.279 1 2591.279 1294.187 .000 
Match .079 1 .079 .040 .843 
OTE_half 1.240 1 1.240 .619 .432 
Match * OTE_half 28.146 1 28.146 14.057 .000 
Error 432.485 216 2.002   
Total 3204.889 220    
Corrected Total 463.020 219    
a. R Squared = .066 (Adjusted R Squared = .053) 
b. Class Type = Japanese 
 
Table 6: Effect of Service Provider Novelty on Purchase Intention, Moderated by 
OTE, in Study 1. 
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Appendix J: Results Study 2 
Tests of Between-Subjects Effects 
Dependent Variable:Manip 
Source 
Type III Sum of 
Squares df Mean Square F Sig. 
Corrected Model 67.499a 1 67.499 57.449 .000 
Intercept 2752.597 1 2752.597 2342.740 .000 
MATCH 67.499 1 67.499 57.449 .000 
Error 207.966 177 1.175   
Total 3023.333 179    
Corrected Total 275.465 178    
a. R Squared = .245 (Adjusted R Squared = .241) 
 
Table 7: Manipulation Check for Perceived Service Provider Novelty, in Study 2. 
 
Tests of Between-Subjects Effects 
Dependent Variable:Affective Evaluation 
Source 
Type III Sum of 
Squares df Mean Square F Sig. 
Corrected Model 31.878a 7 4.554 3.657 .001 
Intercept 3802.511 1 3802.511 3053.300 .000 
LANGUAGE 1.326 1 1.326 1.065 .304 
MATCH .097 1 .097 .078 .780 
OTE_half 5.509 1 5.509 4.423 .037 
LANGUAGE * MATCH .032 1 .032 .026 .873 
LANGUAGE * OTE_half 2.745 1 2.745 2.204 .140 
MATCH * OTE_half 23.524 1 23.524 18.889 .000 
LANGUAGE * MATCH * 
OTE_half 
.195 1 .195 .157 .693 
Error 212.960 171 1.245   
Total 4082.320 179    
Corrected Total 244.837 178    
a. R Squared = .130 (Adjusted R Squared = .095) 
 
Table 8: Effect of Service Provider Novelty on Affective Evaluation, Moderated by 
OTE, in Study 2. 
 
Tests of Between-Subjects Effects 
Dependent Variable:Purchase Intention 
  177 
177 
Source 
Type III Sum of 
Squares df Mean Square F Sig. 
Corrected Model 20.870a 7 2.981 1.051 .398 
Intercept 2577.500 1 2577.500 908.580 .000 
LANGUAGE 2.926 1 2.926 1.031 .311 
MATCH .233 1 .233 .082 .775 
OTE_half 5.745 1 5.745 2.025 .157 
LANGUAGE * MATCH 1.172 1 1.172 .413 .521 
LANGUAGE * OTE_half .824 1 .824 .290 .591 
MATCH * OTE_half 10.355 1 10.355 3.650 .058 
LANGUAGE * MATCH * 
OTE_half 
.115 1 .115 .041 .841 
Error 485.100 171 2.837   
Total 3101.889 179    
Corrected Total 505.970 178    
a. R Squared = .041 (Adjusted R Squared = .002) 
 
Table 9: Effect of Service Provider Novelty on Purchase Intention, Moderated by 
OTE, in Study 2. 
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Appendix K: Results Study 3 
 
Tests of Between-Subjects Effects 
Dependent Variable:Manipulation Provider 
Source 
Type III Sum of 
Squares df Mean Square F Sig. 
Corrected Model 20.946a 1 20.946 18.321 .000 
Intercept 5755.633 1 5755.633 5034.350 .000 
Match 20.946 1 20.946 18.321 .000 
Error 428.727 375 1.143   
Total 6197.111 377    
Corrected Total 449.673 376    
a. R Squared = .047 (Adjusted R Squared = .044) 
 
Table 10: Manipulation Check for Perceived Service Provider Novelty, in Study 3. 
 
Tests of Between-Subjects Effects 
Dependent Variable:Manipulation Complexity 
Source 
Type III Sum of 
Squares df Mean Square F Sig. 
Corrected Model 15.197a 1 15.197 14.701 .000 
Intercept 6191.512 1 6191.512 5989.373 .000 
Complexity 15.197 1 15.197 14.701 .000 
Error 387.656 375 1.034   
Total 6585.111 377    
Corrected Total 402.854 376    
a. R Squared = .038 (Adjusted R Squared = .035) 
 
Table 11: Manipulation Check for Perceived Service Complexity, in Study 3. 
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Tests of Between-Subjects Effects 
Dependent Variable:Affective Response 
Source 
Type III Sum of 
Squares df Mean Square F Sig. 
Corrected Model 19.479a 7 2.783 3.189 .003 
Intercept 8714.324 1 8714.324 9986.597 .000 
OTE_half 13.852 1 13.852 15.875 .000 
Complexity 9.401E-5 1 9.401E-5 .000 .992 
Match .068 1 .068 .078 .780 
OTE_half * Complexity .015 1 .015 .017 .895 
OTE_half * Match 1.724 1 1.724 1.976 .161 
Complexity * Match .041 1 .041 .047 .829 
OTE_half * Complexity * 
Match 
3.621 1 3.621 4.150 .042 
Error 321.990 369 .873   
Total 9321.840 377    
Corrected Total 341.469 376    
a. R Squared = .057 (Adjusted R Squared = .039) 
 
Table 12: Effect of Service Provider Novelty on Affective Evaluation, Moderated by 
OTE and Perceived Service Complexity, in Study 3. 
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Appendix L: Results Study 4 
 
Tests of Between-Subjects Effects 
Dependent Variable:Manipulation Provider 
Source 
Type III Sum of 
Squares df Mean Square F Sig. 
Corrected Model 6.436a 1 6.436 7.174 .008 
Intercept 11347.108 1 11347.108 12647.978 .000 
Match 6.436 1 6.436 7.174 .008 
Error 492.534 549 .897   
Total 11869.222 551    
Corrected Total 498.970 550    
a. R Squared = .013 (Adjusted R Squared = .011) 
 
Table 13: Manipulation Check for Perceived Service Provider Novelty, in Study 4. 
Tests of Between-Subjects Effects 
Dependent Variable:Manipluation  LoC 
Source 
Type III Sum of 
Squares df Mean Square F Sig. 
Corrected Model 38.209a 1 38.209 13.548 .000 
Intercept 9384.670 1 9384.670 3327.462 .000 
Construal_Level 38.209 1 38.209 13.548 .000 
Error 1548.383 549 2.820   
Total 10988.000 551    
Corrected Total 1586.592 550    
a. R Squared = .024 (Adjusted R Squared = .022) 
 
Table 14: Manipulation check for Level of Construal, in Study 4. 
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Tests of Between-Subjects Effects 
Dependent Variable:Affective Evaluation 
Source 
Type III Sum of 
Squares df Mean Square F Sig. 
Corrected Model 27.044a 7 3.863 3.114 .003 
Intercept 8521.382 1 8521.382 6867.691 .000 
Construal_Level .906 1 .906 .730 .393 
Match .955 1 .955 .769 .381 
OTE_half 11.449 1 11.449 9.227 .002 
Construal_Level * Match .846 1 .846 .682 .409 
Construal_Level * OTE_half .842 1 .842 .679 .410 
Match * OTE_half 7.198 1 7.198 5.801 .016 
Construal_Level * Match * 
OTE_half 
4.783 1 4.783 3.855 .050 
Error 673.751 543 1.241   
Total 9308.440 551    
Corrected Total 700.794 550    
a. R Squared = .039 (Adjusted R Squared = .026) 
 
Table 15: Effect of Service Provider Novelty on Affective Evaluation, Moderated by 
OTE and Construal Level, in Study 4. 
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Tests of Between-Subjects Effectsb 
Dependent Variable:Affective Evaluation 
Source 
Type III Sum of 
Squares df Mean Square F Sig. 
Corrected Model 22.557a 3 7.519 5.645 .001 
Intercept 4151.225 1 4151.225 3116.658 .000 
Construal_Level .000 0 . . . 
Match 1.790 1 1.790 1.344 .247 
OTE_half 9.201 1 9.201 6.908 .009 
Construal_Level * Match .000 0 . . . 
Construal_Level * OTE_half .000 0 . . . 
Match * OTE_half 11.795 1 11.795 8.856 .003 
Construal_Level * Match * 
OTE_half 
.000 0 . . . 
Error 356.962 268 1.332   
Total 4521.320 272    
Corrected Total 379.519 271    
a. R Squared = .059 (Adjusted R Squared = .049) 
b. Construal Level = low 
 
Table 16: Effect of Service Provider Novelty on Affective Evaluation, Moderated by 
OTE, for Participants in a Low Level Construal, in Study 4. 
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Tests of Between-Subjects Effectsb 
Dependent Variable:Affective Evaluation 
Source 
Type III Sum of 
Squares df Mean Square F Sig. 
Corrected Model 3.131a 3 1.044 .906 .439 
Intercept 4372.238 1 4372.238 3795.481 .000 
Construal_Level .000 0 . . . 
Match .002 1 .002 .001 .970 
OTE_half 3.057 1 3.057 2.654 .104 
Construal_Level * Match .000 0 . . . 
Construal_Level * OTE_half .000 0 . . . 
Match * OTE_half .124 1 .124 .107 .744 
Construal_Level * Match * 
OTE_half 
.000 0 . . . 
Error 316.789 275 1.152   
Total 4787.120 279    
Corrected Total 319.919 278    
a. R Squared = .010 (Adjusted R Squared = -.001) 
b. Construal Level = high 
 
Table 17: Effect of Service Provider Novelty on Affective Evaluation, Moderated by 
OTE, for Participants in a High Level Construal, in Study 4. 
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Tests of Between-Subjects Effects 
Dependent Variable:Purchase Intention 
Source 
Type III Sum of 
Squares df Mean Square F Sig. 
Corrected Model 14.921a 7 2.132 1.273 .262 
Intercept 7404.049 1 7404.049 4420.316 .000 
Construal_Level .198 1 .198 .118 .731 
Match .099 1 .099 .059 .808 
OTE_half 1.274 1 1.274 .761 .384 
Construal_Level * Match .152 1 .152 .091 .763 
Construal_Level * OTE_half .202 1 .202 .120 .729 
Match * OTE_half 5.599 1 5.599 3.343 .068 
Construal_Level * Match * 
OTE_half 
7.295 1 7.295 4.355 .037 
Error 909.527 543 1.675   
Total 8388.667 551    
Corrected Total 924.449 550    
a. R Squared = .016 (Adjusted R Squared = .003) 
 
Table 18: Effect of Service Provider Novelty on Purchase Intention, Moderated by 
OTE and Construal Level, in Study 4. 
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Tests of Between-Subjects Effectsb 
Dependent Variable:Purchase Intention 
Source 
Type III Sum of 
Squares df Mean Square F Sig. 
Corrected Model 14.009a 3 4.670 2.828 .039 
Intercept 3644.457 1 3644.457 2207.198 .000 
Construal_Level .000 0 . . . 
Match .003 1 .003 .002 .967 
OTE_half 1.238 1 1.238 .750 .387 
Construal_Level * Match .000 0 . . . 
Construal_Level * OTE_half .000 0 . . . 
Match * OTE_half 12.771 1 12.771 7.734 .006 
Construal_Level * Match * 
OTE_half 
.000 0 . . . 
Error 442.513 268 1.651   
Total 4091.444 272    
Corrected Total 456.522 271    
a. R Squared = .031 (Adjusted R Squared = .020) 
b. Construal Level = low 
 
Table 19: Effect of Service Provider Novelty on Purchase Intention, Moderated by 
OTE, for Participants in a Low Level Construal, in Study 4. 
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Tests of Between-Subjects Effectsb 
Dependent Variable:Purchase Intention 
Source 
Type III Sum of 
Squares df Mean Square F Sig. 
Corrected Model 14.009a 3 4.670 2.828 .039 
Intercept 3644.457 1 3644.457 2207.198 .000 
Match .003 1 .003 .002 .967 
OTE_half 1.238 1 1.238 .750 .387 
Construal_Level .000 0 . . . 
Match * OTE_half 12.771 1 12.771 7.734 .006 
Match * Construal_Level .000 0 . . . 
OTE_half * Construal_Level .000 0 . . . 
Match * OTE_half * 
Construal_Level 
.000 0 . . . 
Error 442.513 268 1.651   
Total 4091.444 272    
Corrected Total 456.522 271    
a. R Squared = .031 (Adjusted R Squared = .020) 
b. Construal Level = low 
 
Table 20: Effect of Service Provider Novelty on Purchase Intention, Moderated by 
OTE, for Participants in a High Level Construal, in Study 4. 
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Appendix M: Results Study 5 
 
Tests of Between-Subjects Effects 
Dependent Variable:Manipulation Provider 
Source 
Type III Sum of 
Squares df Mean Square F Sig. 
Corrected Model 10.493a 1 10.493 18.251 .000 
Intercept 8640.451 1 8640.451 15029.221 .000 
Match 10.493 1 10.493 18.251 .000 
Error 274.807 478 .575   
Total 8921.333 480    
Corrected Total 285.300 479    
a. R Squared = .037 (Adjusted R Squared = .035) 
 
Table 21: Manipulation Check for Perceived Service Provider Novelty, in Study 5. 
 
Tests of Between-Subjects Effects 
Dependent Variable:Manipluation  LoC 
Source 
Type III Sum of 
Squares df Mean Square F Sig. 
Corrected Model 38.209a 1 38.209 13.548 .000 
Intercept 9384.670 1 9384.670 3327.462 .000 
Construal_Level 38.209 1 38.209 13.548 .000 
Error 1548.383 549 2.820   
Total 10988.000 551    
Corrected Total 1586.592 550    
a. R Squared = .024 (Adjusted R Squared = .022) 
 
Table 220: Manipulation check for Level of Construal, in Study 5. 
  
  188 
188 
 
Tests of Between-Subjects Effects 
Dependent Variable:Affective Evaluation 
Source 
Type III Sum of 
Squares df Mean Square F Sig. 
Corrected Model 33.623a 7 4.803 3.011 .004 
Intercept 9809.051 1 9809.051 6148.321 .000 
Match 2.224 1 2.224 1.394 .238 
OTE_half 10.007 1 10.007 6.272 .013 
Construal_Level 6.307 1 6.307 3.953 .047 
Match * OTE_half 7.819 1 7.819 4.901 .027 
Match * Construal_Level 2.322 1 2.322 1.455 .228 
OTE_half * Construal_Level .043 1 .043 .027 .870 
Match * OTE_half * 
Construal_Level 
6.525 1 6.525 4.090 .044 
Error 753.030 472 1.595   
Total 11238.120 480    
Corrected Total 786.653 479    
a. R Squared = .043 (Adjusted R Squared = .029) 
 
Table 23: Effect of Service Provider Novelty on Affective Evaluation, Moderated by 
OTE and Construal Level, in Study 5. 
  
  189 
189 
Tests of Between-Subjects Effectsb 
Dependent Variable:Affective Evaluation 
Source 
Type III Sum of 
Squares df Mean Square F Sig. 
Corrected Model 19.330a 3 6.443 3.945 .009 
Intercept 4535.029 1 4535.029 2776.446 .000 
Match .001 1 .001 .000 .986 
OTE_half 5.530 1 5.530 3.386 .067 
Construal_Level .000 0 . . . 
Match * OTE_half 13.934 1 13.934 8.531 .004 
Match * Construal_Level .000 0 . . . 
OTE_half * Construal_Level .000 0 . . . 
Match * OTE_half * 
Construal_Level 
.000 0 . . . 
Error 382.214 234 1.633   
Total 5366.120 238    
Corrected Total 401.544 237    
a. R Squared = .048 (Adjusted R Squared = .036) 
b. Construal Level = low 
 
Table 24: Effect of Service Provider Novelty on Affective Evaluation, Moderated by 
OTE, for Participants in a Low Level Construal, in Study 5. 
  
  190 
190 
Tests of Between-Subjects Effectsb 
Dependent Variable:Affective Evaluation 
Source 
Type III Sum of 
Squares df Mean Square F Sig. 
Corrected Model 9.664a 3 3.221 2.067 .105 
Intercept 5301.268 1 5301.268 3402.499 .000 
Match 4.673 1 4.673 3.000 .085 
OTE_half 4.492 1 4.492 2.883 .091 
Construal_Level .000 0 . . . 
Match * OTE_half .030 1 .030 .019 .890 
Match * Construal_Level .000 0 . . . 
OTE_half * Construal_Level .000 0 . . . 
Match * OTE_half * 
Construal_Level 
.000 0 . . . 
Error 370.816 238 1.558   
Total 5872.000 242    
Corrected Total 380.480 241    
a. R Squared = .025 (Adjusted R Squared = .013) 
b. Construal Level = high 
 
Table 25: Effect of Service Provider Novelty on Affective Evaluation, Moderated by 
OTE, for Participants in a High Level Construal, in Study 5. 
  
  191 
191 
Tests of Between-Subjects Effects 
Dependent Variable:Purchase Intention 
Source 
Type III Sum of 
Squares df Mean Square F Sig. 
Corrected Model 34.385a 7 4.912 2.030 .050 
Intercept 5154.144 1 5154.144 2129.879 .000 
Match 1.289 1 1.289 .533 .466 
OTE_half 7.185 1 7.185 2.969 .086 
Construal_Level 1.824 1 1.824 .754 .386 
Match * OTE_half 5.645 1 5.645 2.333 .127 
Match * Construal_Level .437 1 .437 .181 .671 
OTE_half * Construal_Level .032 1 .032 .013 .909 
Match * OTE_half * 
Construal_Level 
18.876 1 18.876 7.800 .005 
Error 1142.204 472 2.420   
Total 6698.222 480    
Corrected Total 1176.589 479    
a. R Squared = .029 (Adjusted R Squared = .015) 
 
Table 26: Effect of Service Provider Novelty on Purchase Intention, Moderated by 
OTE and Construal Level, in Study 5. 
 
 
  
  192 
192 
Tests of Between-Subjects Effectsb 
Dependent Variable:Purchase Intention 
Source 
Type III Sum of 
Squares df Mean Square F Sig. 
Corrected Model 27.156a 3 9.052 3.731 .012 
Intercept 2415.024 1 2415.024 995.334 .000 
Match .109 1 .109 .045 .832 
OTE_half 3.977 1 3.977 1.639 .202 
Construal_Level .000 0 . . . 
Match * OTE_half 21.983 1 21.983 9.060 .003 
Match * Construal_Level .000 0 . . . 
OTE_half * Construal_Level .000 0 . . . 
Match * OTE_half * 
Construal_Level 
.000 0 . . . 
Error 567.765 234 2.426   
Total 3268.333 238    
Corrected Total 594.921 237    
a. R Squared = .046 (Adjusted R Squared = .033) 
b. Construal Level = low 
 
Table 27: Effect of Service Provider Novelty on Purchase Intention, Moderated by 
OTE, for Participants in a Low Level Construal, in Study 5. 
 
  
  193 
193 
Tests of Between-Subjects Effectsb 
Dependent Variable:Purchase Intention 
Source 
Type III Sum of 
Squares df Mean Square F Sig. 
Corrected Model 6.469a 3 2.156 .893 .445 
Intercept 2750.101 1 2750.101 1139.415 .000 
Match 1.659 1 1.659 .687 .408 
OTE_half 3.219 1 3.219 1.334 .249 
Construal_Level .000 0 . . . 
Match * OTE_half 1.992 1 1.992 .825 .365 
Match * Construal_Level .000 0 . . . 
OTE_half * Construal_Level .000 0 . . . 
Match * OTE_half * 
Construal_Level 
.000 0 . . . 
Error 574.439 238 2.414   
Total 3429.889 242    
Corrected Total 580.908 241    
a. R Squared = .011 (Adjusted R Squared = -.001) 
b. Construal Level = high 
 
Table 28: Effect of Service Provider Novelty on Purchase Intention, Moderated by 
OTE, for Participants in a High Level Construal, in Study 5. 
  
  194 
194 
Appendix N: Results Study 6 
 
Tests of Between-Subjects Effects 
Dependent Variable:   Manipulation Provider   
Source 
Type III Sum of 
Squares df Mean Square F Sig. 
Corrected Model 4.790a 18 .266 1.074 .376 
Intercept 24.981 1 24.981 100.817 .000 
MANIP_Provider 4.790 18 .266 1.074 .376 
Error 102.582 414 .248   
Total 236.000 433    
Corrected Total 107.372 432    
a. R Squared = .045 (Adjusted R Squared = .003) 
 
Table 29: Manipulation Check for Perceived Service Provider Novelty, in Study 6. 
  
  195 
195 
Tests of Between-Subjects Effects 
Dependent Variable:   Manipulation Construal   
Source 
Type III Sum of 
Squares df Mean Square F Sig. 
Corrected Model 5.798a 8 .725 3.000 .003 
Intercept 39.435 1 39.435 163.204 .000 
MANIP_CL 5.798 8 .725 3.000 .003 
Error 102.451 424 .242   
Total 217.000 433    
Corrected Total 108.249 432    
a. R Squared = .054 (Adjusted R Squared = .036) 
 
Table 30: Manipulation check for Level of Construal, in Study 6. 
  
  196 
196 
Tests of Between-Subjects Effects 
Dependent Variable:   Affective Response Course   
Source 
Type III Sum of 
Squares df Mean Square F Sig. 
Corrected Model 26.499a 8 3.312 3.575 .000 
Intercept 1187.115 1 1187.115 1281.376 .000 
Lan_Typ 5.744 1 5.744 6.200 .013 
Match .777 1 .777 .839 .360 
Construal_Level .649 1 .649 .700 .403 
OTE_half 7.641 1 7.641 8.248 .004 
Match * Construal_Level .001 1 .001 .001 .978 
Match * OTE_half 7.327 1 7.327 7.909 .005 
Construal_Level * OTE_half .305 1 .305 .329 .566 
Match * Construal_Level * 
OTE_half 
4.170 1 4.170 4.501 .034 
Error 392.809 424 .926   
Total 15245.843 433    
Corrected Total 419.309 432    
a. R Squared = .063 (Adjusted R Squared = .046) 
 
Table 31: Effect of Service Provider Novelty on Affective Evaluation of the Course, 
Moderated by OTE and Construal Level, in Study 6. 
  
  197 
197 
Tests of Between-Subjects Effectsa 
Dependent Variable:   Affective Response Course   
Source 
Type III Sum of 
Squares df Mean Square F Sig. 
Corrected Model 16.130b 4 4.032 4.445 .002 
Intercept 597.697 1 597.697 658.853 .000 
Lan_Typ 1.731 1 1.731 1.908 .169 
Match .516 1 .516 .569 .452 
Construal_Level .000 0 . . . 
OTE_half 2.526 1 2.526 2.785 .097 
Match * Construal_Level .000 0 . . . 
Match * OTE_half 11.440 1 11.440 12.610 .000 
Construal_Level * OTE_half .000 0 . . . 
Match * Construal_Level * 
OTE_half 
.000 0 . . . 
Error 192.322 212 .907   
Total 7526.322 217    
Corrected Total 208.451 216    
a. Construal Level = low 
b. R Squared = .077 (Adjusted R Squared = .060) 
 
Table 32: Effect of Service Provider Novelty on Affective Evaluation of the Course, 
Moderated by OTE, for Participants in a Low Level Construal, in Study 6. 
  
  198 
198 
Tests of Between-Subjects Effectsa 
Dependent Variable:   Affective Response Course   
Source 
Type III Sum of 
Squares df Mean Square F Sig. 
Corrected Model 9.786b 4 2.447 2.578 .039 
Intercept 589.632 1 589.632 621.407 .000 
Lan_Typ 4.290 1 4.290 4.521 .035 
Match .298 1 .298 .314 .576 
Construal_Level .000 0 . . . 
OTE_half 5.522 1 5.522 5.820 .017 
Match * Construal_Level .000 0 . . . 
Match * OTE_half .228 1 .228 .240 .625 
Construal_Level * OTE_half .000 0 . . . 
Match * Construal_Level * 
OTE_half 
.000 0 . . . 
Error 200.211 211 .949   
Total 7719.520 216    
Corrected Total 209.997 215    
a. Construal Level = high 
b. R Squared = .047 (Adjusted R Squared = .029) 
 
Table 33: Effect of Service Provider Novelty on Affective Evaluation of the Course, 
Moderated by OTE, for Participants in a High Level Construal, in Study 6. 
  
  199 
199 
Tests of Between-Subjects Effects 
Dependent Variable:   Affective Response Course   
Source 
Type III Sum of 
Squares df Mean Square F Sig. 
Corrected Model 26.499a 8 3.312 3.575 .000 
Intercept 1187.115 1 1187.115 1281.376 .000 
Lan_Typ 5.744 1 5.744 6.200 .013 
Match .777 1 .777 .839 .360 
Construal_Level .649 1 .649 .700 .403 
OTE_half 7.641 1 7.641 8.248 .004 
Match * Construal_Level .001 1 .001 .001 .978 
Match * OTE_half 7.327 1 7.327 7.909 .005 
Construal_Level * OTE_half .305 1 .305 .329 .566 
Match * Construal_Level * 
OTE_half 
4.170 1 4.170 4.501 .034 
Error 392.809 424 .926   
Total 15245.843 433    
Corrected Total 419.309 432    
a. R Squared = .063 (Adjusted R Squared = .046) 
 
Table 34: Effect of Service Provider Novelty on Affective Evaluation of the Teacher, 
Moderated by OTE and Construal Level, in Study 6. 
  
  200 
200 
Tests of Between-Subjects Effectsa 
Dependent Variable:   Affective Response Teacher   
Source 
Type III Sum of 
Squares df Mean Square F Sig. 
Corrected Model 14.256b 4 3.564 3.389 .010 
Intercept 622.580 1 622.580 591.953 .000 
Lan_Typ .500 1 .500 .475 .491 
Match 2.456 1 2.456 2.335 .128 
Construal_Level .000 0 . . . 
OTE_half .942 1 .942 .896 .345 
Match * Construal_Level .000 0 . . . 
Match * OTE_half 10.417 1 10.417 9.905 .002 
Construal_Level * OTE_half .000 0 . . . 
Match * Construal_Level * 
OTE_half 
.000 0 . . . 
Error 222.969 212 1.052   
Total 7516.240 217    
Corrected Total 237.225 216    
a. Construal Level = low 
b. R Squared = .060 (Adjusted R Squared = .042) 
 
Table 35: Effect of Service Provider Novelty on Affective Evaluation of the Teacher, 
Moderated by OTE, for Participants in a Low Level Construal, in Study 6. 
  
  201 
201 
Tests of Between-Subjects Effects 
Dependent Variable:   Affective Response Teacher   
Source 
Type III Sum of 
Squares df Mean Square F Sig. 
Corrected Model 25.020a 8 3.128 2.983 .003 
Intercept 1212.237 1 1212.237 1156.308 .000 
Lan_Typ 3.742 1 3.742 3.569 .060 
Match 3.293 1 3.293 3.141 .077 
Construal_Level .817 1 .817 .780 .378 
OTE_half 5.337 1 5.337 5.090 .025 
Match * Construal_Level .046 1 .046 .044 .834 
Match * OTE_half 6.332 1 6.332 6.040 .014 
Construal_Level * OTE_half .978 1 .978 .933 .335 
Match * Construal_Level * 
OTE_half 
4.038 1 4.038 3.851 .050 
Error 444.508 424 1.048   
Total 15246.365 433    
Corrected Total 469.528 432    
a. R Squared = .053 (Adjusted R Squared = .035) 
 
 
Table 36: Effect of Service Provider Novelty on Affective Evaluation of the Teacher, 
Moderated by OTE, for Participants in a High Level Construal, in Study 6. 
  
  202 
202 
Tests of Between-Subjects Effects 
Dependent Variable:   WOM Course   
Source 
Type III Sum of 
Squares df Mean Square F Sig. 
Corrected Model 28.443a 8 3.555 3.092 .002 
Intercept 1162.740 1 1162.740 1011.294 .000 
Lan_Typ 2.996 1 2.996 2.606 .107 
Match 4.104E-6 1 4.104E-6 .000 .998 
Construal_Level 1.572 1 1.572 1.367 .243 
OTE_half 9.879 1 9.879 8.592 .004 
Match * Construal_Level .001 1 .001 .001 .975 
Match * OTE_half 7.108 1 7.108 6.182 .013 
Construal_Level * OTE_half .619 1 .619 .538 .464 
Match * Construal_Level * 
OTE_half 
6.615 1 6.615 5.754 .017 
Error 487.496 424 1.150   
Total 14534.563 433    
Corrected Total 515.939 432    
a. R Squared = .055 (Adjusted R Squared = .037) 
 
Table 37: Effect of Service Provider Novelty on WOM Intention Relating to the 
Course, Moderated by OTE and Construal Level, in Study 6. 
  
  203 
203 
Tests of Between-Subjects Effectsa 
Dependent Variable:   WOM Course   
Source 
Type III Sum of 
Squares df Mean Square F Sig. 
Corrected Model 17.258b 4 4.315 3.631 .007 
Intercept 573.259 1 573.259 482.491 .000 
Lan_Typ 1.025 1 1.025 .863 .354 
Match .004 1 .004 .004 .951 
Construal_Level .000 0 . . . 
OTE_half 2.833 1 2.833 2.385 .124 
Match * Construal_Level .000 0 . . . 
Match * OTE_half 13.898 1 13.898 11.697 .001 
Construal_Level * OTE_half .000 0 . . . 
Match * Construal_Level * 
OTE_half 
.000 0 . . . 
Error 251.883 212 1.188   
Total 7133.750 217    
Corrected Total 269.141 216    
a. Construal Level = low 
b. R Squared = .064 (Adjusted R Squared = .046) 
 
Table 38: Effect of Service Provider Novelty on WOM Intention Relating to the 
Course, Moderated by OTE, for Participants in a Low Level Construal, in Study 6. 
  
  204 
204 
Tests of Between-Subjects Effectsa 
Dependent Variable:   WOM Course   
Source 
Type III Sum of 
Squares df Mean Square F Sig. 
Corrected Model 9.402b 4 2.351 2.106 .081 
Intercept 589.709 1 589.709 528.297 .000 
Lan_Typ 2.056 1 2.056 1.842 .176 
Match .003 1 .003 .003 .960 
Construal_Level .000 0 . . . 
OTE_half 7.680 1 7.680 6.880 .009 
Match * Construal_Level .000 0 . . . 
Match * OTE_half .005 1 .005 .005 .946 
Construal_Level * OTE_half .000 0 . . . 
Match * Construal_Level * 
OTE_half 
.000 0 . . . 
Error 235.528 211 1.116   
Total 7400.813 216    
Corrected Total 244.930 215    
a. Construal Level = high 
b. R Squared = .038 (Adjusted R Squared = .020) 
 
 Table 39: Effect of Service Provider Novelty on WOM Intention Relating to the 
Course, Moderated by OTE, for Participants in a High Level Construal, in Study 6. 
  
  205 
205 
Tests of Between-Subjects Effects 
Dependent Variable:   WOM Teacher   
Source 
Type III Sum of 
Squares df Mean Square F Sig. 
Corrected Model 33.207a 8 4.151 3.513 .001 
Intercept 1131.483 1 1131.483 957.740 .000 
Lan_Typ 4.680 1 4.680 3.961 .047 
Match .376 1 .376 .318 .573 
Construal_Level 1.320 1 1.320 1.117 .291 
OTE_half 11.348 1 11.348 9.605 .002 
Match * Construal_Level .290 1 .290 .246 .620 
Match * OTE_half 4.995 1 4.995 4.228 .040 
Construal_Level * OTE_half 1.375 1 1.375 1.164 .281 
Match * Construal_Level * 
OTE_half 
8.516 1 8.516 7.208 .008 
Error 500.918 424 1.181   
Total 14524.313 433    
Corrected Total 534.124 432    
a. R Squared = .062 (Adjusted R Squared = .044) 
 
Table 40: Effect of Service Provider Novelty on WOM Intention Relating to the 
Teacher, Moderated by OTE and Construal Level, in Study 6. 
  
  206 
206 
Tests of Between-Subjects Effectsa 
Dependent Variable:   WOM Teacher   
Source 
Type III Sum of 
Squares df Mean Square F Sig. 
Corrected Model 17.112b 4 4.278 3.606 .007 
Intercept 584.591 1 584.591 492.720 .000 
Lan_Typ .567 1 .567 .478 .490 
Match .933 1 .933 .786 .376 
Construal_Level .000 0 . . . 
OTE_half 2.553 1 2.553 2.152 .144 
Match * Construal_Level .000 0 . . . 
Match * OTE_half 13.509 1 13.509 11.386 .001 
Construal_Level * OTE_half .000 0 . . . 
Match * Construal_Level * 
OTE_half 
.000 0 . . . 
Error 251.529 212 1.186   
Total 7136.063 217    
Corrected Total 268.641 216    
a. Construal Level = low 
b. R Squared = .064 (Adjusted R Squared = .046) 
 
Table 41: Effect of Service Provider Novelty on WOM Intention Relating to the 
Teacher, Moderated by OTE, for Participants in a Low Level Construal, in Study 6. 
  
  207 
207 
Tests of Between-Subjects Effectsa 
Dependent Variable:   WOM Teacher   
Source 
Type III Sum of 
Squares df Mean Square F Sig. 
Corrected Model 15.784b 4 3.946 3.354 .011 
Intercept 547.574 1 547.574 465.493 .000 
Lan_Typ 5.296 1 5.296 4.502 .035 
Match .004 1 .004 .003 .955 
Construal_Level .000 0 . . . 
OTE_half 10.451 1 10.451 8.885 .003 
Match * Construal_Level .000 0 . . . 
Match * OTE_half .211 1 .211 .180 .672 
Construal_Level * OTE_half .000 0 . . . 
Match * Construal_Level * 
OTE_half 
.000 0 . . . 
Error 248.206 211 1.176   
Total 7388.250 216    
Corrected Total 263.990 215    
a. Construal Level = high 
b. R Squared = .060 (Adjusted R Squared = .042) 
 
 
Table 42: Effect of Service Provider Novelty on WOM Intention Relating to the 
Teacher, Moderated by OTE, for Participants in a High Level Construal, in Study 6. 
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